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COLORFUL...INEXPENSIVE 


These Rich Billowpak Displays 


- The miracie o 
SYMIPHONIE the 
natural fles 


ILLOWPAK is the new colored decorative 

material for window and interior display. You 

can make easels, panels, pedestals, backgrounds, 

lamps, translucent screens, floors, cut-outs. A wide 

range of colors and patterns is available. The play 

of light and shadow on the corrugated surface 
gives an unusual richness. 

Billowpak is astonishingly easy to use. With 
just two paper clips, for instance, you can form 
a beautiful pillar or pedestal which will support 
considerable weight. Very novel effects are ob- 
tainable with the air brush. And Billowpak dis- 
plays keep beautiful for many weeks. 

Some displaymen have obtained unique effects 
by painting silhouettes or color illustrations on 
the back—placing a light behind the translucent 
Billowpak. 

You will have to see Billowpak to realize fully 
its richness and the simplicity with which you 
can achieve a wide variety of displays. Mail the 
coupon and we will send color samples, prices, etc. 
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THE NEW COLORED DISPLAY MATERIAL 











Window display of Armand 
‘“‘Symphonie’’ toiletries. The 
background is of baby blue 
Billowpak ; the pedestals of me- 
dium blue Billowpak. Designed 
by Fisher Display Service. 


Half-size photo of 

Billowpak ; comesin 

rolls 40 inches wide, 

10 yards long, in 

many colors, rainbow, marble, interesting seasonal designs, as well 
as silver and gold. Also Cellophane-taced, in colors. 





KIMBERLY-CLARK CORPORATION, Mfrs., Neenah, Wis. 
Address nearest sales office at: j 
8 S. Michigan Ave., Chicago 122 E. 42nd St., New York City 


Send samples of Billowpak; colors. seven 
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IN THIS ISSUE 


Before displaymen can hope to master 
the “Continental” style of merchandis- 
ing displays, a serious study must be 
made of Mr. Sherrod’s articles on “Dy- 
namic Symmetry.” These articles, while 
speaking in terms unfamiliar to many 
displaymen, will enlighten the. reader on 
problenis pertaining to display work that 
have heretofore been dormant in display 
consciousness. How often have you stood 
in front of a window and realized that 
something could be done to improve the 
display ... but, you couldn’t figure out 
what it was? How can you hope to be 
a modern displayman if such conditions 
exist in your work. Begin a study of 
“Dynamic Symmetry.” The first article 
is on page 8. 


* * * 


For the past three issues DISPLAY 
WORLD has been running articles on 
the appearance of national advertising 
display material in windows. We have 
been under the impression that most ma- 
terial receives poor installations, and the 
reception our articles have received has 
verified our opinion.. During the past 
few weeks an article was received on a 
subject quite in keeping with our line of 
reason; we are presenting this article in 
preference to our regular November pres- 
entation. We want our readers to receive 
an impression from another source. Turn 
to page 12. 


* * * 


What do you know about crepe paper? 
How can it be used in a modern presenta- 
tion of merchandise? Alden Cummings, 
in the first of a group of articles on the 
modern use of this material, says: “What 
we need is a re-styling of crepe paper 
methods and handlings.’”’ He says: “Many 
articles have been written on the subject 
of crepe paper windows. Successive au- 
thors have discussed the various«ways of 
using the medium, but, with these many 
atticles the diagrams and sketches in- 
cluded have invariably shown old meth- 
ods and ideas of using the crepe; ideas 
the stock in trade of every decorator 
in the land. No wonder all crepe paper 
windows look alike.” Let’s turn to page 
28..and change them. 


* * * 


OUR NEXT ISSUE 


We could go into ecstacies over the 
material Andrew Roder, display director, 
Wm. H. Block Co., Indianapolis, Ind., 
has prepared for our next issue.- He 
calls his article ‘‘All Roads Lead to the 
South,” and while it may seem a little 
premature, ideas are never too new for 
displaymen. : 


* * * 


A new type of advertising display 
which offers great possibilities for realistic 
illusion, together with superior strength 
and permanence, has been created. That 
statement in itself should make every 
displayman and national advertiser sit 
up and take notice; and, unless we’re 
mistaken, a new form of national display 
material is about to be born. 


* * * 


Space permits but a line regarding ar- 
ticles by Henry Sherrod; Alden Cummings, 
Wm. H. Scharninghausen; Guy Philips; 
A. L. Powell, and other men of display 
importance. 
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The display was expertly arranged. 
The merchandise was unusually at- 
tractive. The prices were appealing. 
But somehow, passersby took little 
notice . . . much to the surprise and 
disappointment of the merchant and 
his display man! 


It is just another story of Twilight 
Zone* lighting insidiously detracting 
from an otherwise excellent display. 
For, the Twilight Zone stands like a 
veil between your merchandise and 
the prospective customer. It invites 
no interest and hinders accurate in- 
spection of the articles displayed. 

Progressive merchants today realize 
that the success or failure of a display 
is often measured in terms of light 





oe ey, Sear 
your free copy of ‘“Mer- 
chandising Steps Out 
of the Twilight Zone.” 
No obligation whatever. 


*The deceptive half- light between obvious darkness and adequate illumination. 
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WHY VEIL YOUR 
DISPLAYS WITH 


Furlight Ze | LIGHTING? 





alone. They neglect no precautions 
against the Twilight Zone . . . but 
rather subject their lighting systems 
to supervision under expert eyes. You 
can arrange today to have a specialist 
from your local light and power com- 
pany or the Westinghouse organiza- 
tion inspect your own lighting system. 
These trained men are always avail- 
able to assist in applying light to its 
best advantage. 


Out of the Twilight Zone 


Send for our new book, ‘Merchandis- 
ing Steps Out of the Twilight Zone.” 
It wili throw new light on display 
building. Address the Westinghouse 
Lamp Company, Department 205. 
150 Broadway, New York, N. Y. 
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1847-1931 


—This very fitting tribute to a very 
great man was prepared by F. A. 
Rhoads, director of displays, In- 
dianapolis Power & Light Co., In- 
dianapolis, Ind.— 


DISPLAY 


Thomas Alva Edison 





WORLD 3 





INDOW display at its beginning received its 
illumination from tallow in the form of van- 
dles. Then came oil and gas, but not until 
Thomas Alva Edison presented his great gift, 

the incandescent lamp, to the world did we have light. 
The display profession might well bow its head in 
tribute to the genius of “the man of inventions,” for 
we owe much of our success to him. In the bustle of 
everyday affairs we seldom pause to credit the mechani- 
cal things which make our work easier. Our profes- 
sional inclination is to take such things for granted and 
‘ve accept them as ordinary accessories. Our gener- 
ation has been endowed with hundreds of such con- 
veniences ... . do we appreciate them? 





Edison symbolizes electricity but it would be ab- 
surd to attribute all the wonders of this electrical age to 
him or to credit him alone with the quickening of our 
industrial and domestic life. Yet the fact remains that 
he was the first to apply electrical energy on a large 
industrial scale and thus to fire the imagination of a 
receptive period. Whether for better or worse, we 
crowd more into our waking hours because he made 
electrical energy speed whither it was wanted. If he 
saw society change before his eyes, it was not so much 
because of the great age that he reached as because 
he shot electrical currents into it and caused it to break 
from a trot into a veritable gallop. 

Some say that his death marks the passing of an 
era. He would have scoffed at that. He was a mile- 
stone, but not a terminus. He knew that what has 
been thus far accomplished is but a harbinger of what 
is to come. With him the heroic age of invention 
probably ends. The future belongs to the organized, 
highly-trained physicists and chemists of the corpora- 
tion resea~h laboratory. 
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The KOESTER SCHOOL 


314 §. Franklin Street, Chicago 


Instruction Department of United Business Publishers, Inc. 


Resident and 
Correspondence 
Course of Study 


im 


WINDOW DISPLAY 
ADVERTISING 
CARD WRITING 


Are you an Expert 
DISPLAY MAN 


or just an 


Ordinary Window Trimmer? 


Merehants demand 


a Combination Publicity Expert 
to do the work of 2 lower 
priced men 


GET READY NOW! 


More demand during these 
times for Publicity men 
handling display and ad- 
vertising than ever before 


November, 1931 


Testimonial 
Letters 
from 
Thousands of 
Successful 
Students 








1. June 29, 1931. 
The Koester School, 

Chicago, IIl1. 
Gentlemen: 

I certainly was glad to get 
your immediate reply to my let- 
ter. I can truthfully say that I 
am more than satisfied with 
Koester’s complete training in 
Window Display, Advertising 
Card Writing, as I have received 
many times more than I ex- 
pected when I entered your 
school for such a reasonable tui- 
tion. Also I wish to thank you 
again for the splendid co-opera- 
tion in getting me located. 
Sincerely, FLOYD CHAMBERS. 

Lebanon, Ind. 





2. 


The Ney Co., Staunton, Va. 


The Koester School, 
Chicago, III. 


Gentlemen: 


Just a line to let you know of 
my location and to compliment 
your institution on the wonder- 
ful inspiration and help it has 
given me. I know of no better 
training for any young man in 
the mercantile field than that 
given by the Koester School. - 


Yours very truly, 
C. M. TAYLOR, Mgr. 


3. San Antonio, Tex., 
230 Claudia St. 
The Koester School, 
Chicago, III. 


Gentlemen: 


Inclosed is my tenth lesson. 
This lesson has been worth its 
weight in gold to me. I have 
realized before the importance 
of a well balanced advertise- 
ment, but never knew that it was 
so simple and easy to attain. 


Let me again thank you for 
your splendid co-operation and 
your interest in general. 

Truly yours, 
CHARLES A. DIBRELL. 














Enroll Now for 
the Winter Classes 
of 8 Weeks 


4. Lansford, Pa. 
The Koester School, 

Chicago, Il. 
Gentlemen: 

Just a few lines informing you 
that I have secured a good posi- 
tion. It’s in Hazleton, Pa., only 
16 miles from my home town. 

Last Monday I put my first 
Fall window in, which pleased 
them very much. The manager 
took me by surprise and said if 
I continue my good work he 
would soon give me araise. Now 
that I’ve made good I feel I 
owe it all to the Koester School. 

With best regards to all, I am, 

Very truly yours 
JOSEPH DITSKY. 


5. Cleveland, Ohio. 


The Koester School, 
Chicago, III]. 


Gentlemen: 


Have secured a position with 
the Higbee Co. here in Cleve- 
land. They are opening a new 
store next Tuesday. Their new 
store is to have 74 windows. 
am so grateful to be on its Dis- 
play Staff. I. certainly appre- 
ciate all the School did for me 
and heartily recommend it to all 
fellows desiring to become an ex- 
pert in Display and Advertising. 


Very sincerely, 
ROB’T STEPHENS. 














Start Any Monday 








12 Display Windows to Use 
Modern Pen and Brush Work 
Sales Promotion Publicity Plans 





ee Lewiston, Mont. 


The Koester School, 
Chicago, II. 


Gentlemen: 


Just a few lines to express 
myself relative to the Koester 
School. After completing my 
course I accepted this position, 
remaining 14 months and resign- 
ing to accept a larger one. I 
entered three contests and was 
awarded a prize in all three. I 
certainly suggest the Koester 
way to expert work, 


Respectfully, 
PAUL HURWITZ. 





7. Johnstown, Penn. 


The Koester School, 
Chicago, Ill 


Gentlemen: 


I want to express my thanks 
to you for the splendid co- 
operation you show to your stu- 
dents and for your wonderful 
methods of teaching, which en- 
able students to acquire so much 
in so short a time. I am now 
Display Manager in one of our 
largest Department Stores. 


With kindest regards to you 
all, I remain sincerely, a Koes- 
ter booster, 


HENRY R. HAGADUS. 
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—This is DISPLAY WORLD’S first 

article on a modern presentation of 

goods. The next article will suggest 
ideas for FEBRUARY events— 





—The set-up for the January White Goods 
Event smacks of a “Continental” influence. 
Those not understanding what we mean 
by this influence need but study the set-up 
arrangement and the bulking of goods to 
appreciate its advantages. The only de- 
cision the reader must make regarding the 
use of such ideas is, “Am I capable of 
merchandising such a display?”’— 


ANUARY anniversaries, January sales—work 
and more work for the display manager and 
his department, creating, building, installing 
and merchandising the windows and interiors, 

and doubtless the displayman often says, “To what 
avail?’”’ The opportunity usually isn’t extended to the 
display department to create display backgrounds for 
January merchandising sales. Rather, the advertising 
budget is increased. A full-page ad or a special section 
is utilized and the window tie-up with the advertising 
and merchandising program is made with last year’s 
posters and panels .... the front is killed before the 
event is launched. Then, when the windows fail to 
attract, who is to blame? 

Of course, we can’t say that every store fails to 
appropriate sufficient coverage for displays. At least 
one store in every big town presents complete merchan- 
dise and setting changes for every period. Should you 
happen to be in a town where such a procedure is not 
followed it simply means that the merchants in your 


DISPLAY 


Display World’s Suggestions 
For January Events 


What Are Your 
January Displays 
Going to Be Like? 
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How Are You Going to Merchandise 
Your Front in 1932? Is Your 
Presentation Going to Be Modern, 
or, Are You Going to Follow the 
Same Old Ideas Used Last Year? 


—In merchandising such a set-up the dis- 
playman must appreciate the following: 
The background is modern, therefore, the 
merchandise presentation must be modern 
also. The line and form the goods follows 
must be that of neat stacks in which the 
four fixture angles play definite parts. If 
the reader does not understand what we 
mean by “fixture angles” we suggest a copy 
of “The Window DISPLAY MANUAL’”— 
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—Immediately below is an end view of the 
“White Goods” display. This picture will 
enable the displayman to faithfully repro- 
duce the idea. The comparative heights of 
the platforms and back shelving are shown. 
The simplicity of construction must be ap- 
parent. An inexpensive construction method 
to follow would be to build the entire back- 
ground of light lumber which would be 
covered with black fabric; the platform 
displayers could be covered with wallboard 
to assure sufficient strength— 

















town have not awakened to realize the real value of 
attractively merchandised displays. It is needless to 
mention the revolutionary display changes that have 
taken place in the east. Where a few years ago a com- 
plete change of background ideas was not considered 
necessary more than three times a year, now, while 
three or four major changes are made in eastern 
fronts, the windows are so designed that a weekly 
change is noted... . these changes being made to play 
up the event or the merchandise. Eastern stores have 
found that a front merchandised along such a plan is 


What Are Your 
January. Displays 
Going to Be Like? 


—The drawing suggested above will give 
the reader a very good idea of how the 
background presented on the preceding 
page should be built. By following the 
form of the different fixtures the setting 
can be reconstructed very easily. The 
diagonal line running through the center 
of the display is the panel on which the 
cut-out letters, “White Goods” appear. The 
dotted lines indicate the position of mer- 
chandise displayers in the back shelving 
and front right platform arrangement— 


much more productive than a front that is lifeless. It 
took about five years for this idea to “soak in,” and 
the stores employing such a system today will not con- 
sider changing it. Once the leaders set the pace the 
followers are quick to copy . . that is just what 
happened in New York. 

A display manager must be more than just a win- 
dow trimmer today. A display manager must be up 
on style, color, fashion, decoration, not to mention a 
keen appreciation of merchandising events ; the newest 
display methods, the most correct method of display 
arrangement, and last but far from least copy styles. 


By copy styles we mean the most appropriate meth- 
od of presenting the display. If you are a student of 
twentieth century merchandising you appreciate the tre- 
mendous worth of the merchandise message in the 
window. Methods of merchandise presentation and 
prices on window cards and price tickets have under- 
gone severe changes in the past few years and the ten- 
dency today among the most successful merchandisers 
is to appeal to the “auto traffic” and to tell the public, 
at a glance, the contents of the window and the event 
being merchandised. 


The extreme simplicity of such an idea is force- 
fully portrayed in DISPLAY WORLD'S suggested 
set-up for the “January White Goods Event.” Our 
suggestion smacks of the continental presentation, and 
the displayman would have to be very clumsy if the 
merchandise arrangement on the setting were to be 
anything but attractive. As the reader can easily ap- 
preciate, the white lettering on the black panels plays 
up the character of the event in a very bold manner. 
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—An effective set-up for ready-to-wear is 
planned above. Four forms would be used 
in the set-up with three forms on the right 
balancing one form and a large group of 
luggage on the left. To secure the best 
balance it would be necessary to have a 
trunk in the left group; the trunk offsetting 
the bulkier arrangement of three forms on 
the right. At the base of each form is a 
hat stand which will be used for acces- 
sories. Should head forms be used, ac- 
cessory groups can or need not be displayed 
in the positions indicated— 


Illustrations are included with this article which 
present in a very understandable way the simplicity 
of background construction as well as the necessity of 
angular presentation of merchandise arrangement. The 
set-ups in both instances are designed to follow the 
rules explained in the Window DISPLAY MANUAL 
and if the reader can visualize the merchandise presen- 
tation completed in both displays the pictures must be 
very attractive and the appreciation of each display’s 
simplicity profound. 

It might be wise for us to mention at this time 
that all types of department store merchandise, with 
the exception of furniture, can be displayed in front 
of the dark background. Should the panel carrying 
“January” be moved to the background and the panel 
carrying “white goods” eliminated, or carried across 
the face of the background and the two merchandise 
displayers removed, even furniture could be displayed. 
Should you plan the reconstruction of this idea in your 
front do not paint every background black, paint some 
gray or taupe and use them for dark merchandise. 
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—Men’s clothing is effectively displayed in 
two major groups in front of the attractive 
“palm tree” setting suggested at the bottom 
of the page. The clothing forms are placed 
on pedestal displayers. The height of each 
pedestal will vary. Small displayers at the 
bases of the large pedestals, show acces- 
sories. Running from left to right, the 
sizes of the small and large displayers 
could be as follows: 12”, 18”, 24” and 18” 
left group; right group, 6”, 12”, 24”, 18” 
and 12”— 
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It isn’t necessary to comment on the simplicity and 
attractiveness of the suggested background to follow 
the initial January display. The second event is usually 
a southern wear display which calls for an idea typi- 
fying southern scenes. The design suggested is simple 
in line and construction and the most inexperienced 
displayman can reconstruct it. The manner of con- 
struction can be many and varied as the palm tree 
effect can be cut from wallboard or a realistic or mod- 
ern presentation can effect its reproduction. DISPLAY 
WORLD for an inexpensive display suggests some type 
of wallboard but the method of construction must 
necessarily be left up to the individual. 


—The two set-up’s reproduced above pre- 
sent DISPLAY WORLD’S suggestions for 
a ready-to-wear and a clothing window 
display of “Southern Wear” merchandise. 
The background, so easily built of wall- 
board and painted appropriate colors, will 
serve admirably as a background for this 
type goods. Should the reader be unable 
to reproduce or paint a realistic palm tree, 
the idea can be carried out in silhouette— 
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Design Principles 
for Displaymen 


Compiled By HENRY SHERROD 
KAUFMANN & WOLFF, 
HAMMOND, IND. 
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Beginning his professional career as a student of the arts, 
Henry Sherrod is well qualified to speak as he does on the 
significance of “Dynamic Symmetry” as applied to merchan- 
dise display. So far as ability to speak with authority on 
the subject he has made applicable to display, one has but 
to glance at his surprising background to lessen all thoughts 
of his fitness. In Tennessee he was principle of a public 
school .... but, I am getting ahead of his own qualifications: 
His education was completed in the following institutions— 
Castle Heights, prep.; University of Louisville; Hartman 
Fashion Academy, New York City; New York School of 
Fine and Applied Arts; Chicago Academy of Fine Arts; 
Chicago Art Institute. 

His ability to qualify as a displayman. started in the 
great school of displays .... The Marshall Field Co., and 
his instructor, none other than Arthur V. Fraser. His prac- 
tical business experience was obtained in the publicity de- 
partment, Carson, Pirie, Scott Co. But, when it comes to a 
background of display one has but to mention Miller & Paine, 
Lincoln, Neb.; The Stewart Dry Goods Co., Louisville, Ky.; 
Newcomb Endicott Co., Detroit, Mich.; B. H. Dyas Co., 
Hollywood, Calif., and Frederick Loeser’s, Brooklyn, N. Y., 
to realize that here is a man that knows display and display 
work under every conceivable condition. 

Mr. Sherrod’s first article, “Design Principles for Display- 
men” is but the beginning of a series especially prepared for 
DISPLAY WORLD readers. We are not going to suggest 
that you follow them .... we know, once you have read the 
first article and begin to understand the principles so mas- 
terfully explained by Mr. Sherrod, that the period elapsing 
between issues will grow into ages in your impatience of 
waiting. To start these articles is a challenge to “better dis- 
plays” .... are you going to accept the challenge? 


CANNING the past through the eyes of 
science and art we find them inseparably 
linked together through the ages—and 
through them we trace the intellectual de- 

velopment of the human consciousness. Summerians 
were the inventors of cureiform writing—then they 
were likely the inventors of the notation of numbers. 
Some think the summation series should be credited 
to them. This series is: 1-2-3-5-8-13-21-34. It is 
called “Summation Series” from the fact that each 
term is composed of the sum of the two preceding 
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terms. This summation series of numbers represents 
a ratio, and is a geometrical progression. 

Back of every living thought is ‘“Principle’—a 
basic law or cause. The principle or rhythmic har- 
monious design as applied to architecture and art the 
Egyptians called “Cording,” the Greeks called it “Dy- 
namic Symmetry,” and Jay Hambidge called it “Dy- 
namic Symmetry” when he discovered these basic laws 
as used by the ancients. How often in the past have 
we listened and wondered what it was all about? The 
writer will attempt to explain it as simply as possible. 

When the astronomer sees the birth of a solar sys- 
tem like ours, and the telescope reflects a nebula in 
actual throes of such birth, we are impressed that the 
great cosmic law is a spiral—a curve not studied in this 
era until late in the evolution of human intellect. We 
understand also that the heavenly bodies obey certain 
so-called physical laws which we commonly express in 
mathematical language; that these forms of the uni- 
verse finally tend to move in illeptical paths about some 
mass or trace a parbola (A) seemingly from the infinite 
into our solar system and back again—all in perfect 
rhythm. We look around us in our every day life and 
see traces of some kind of spiral—the formation of 
birds in flight—the undulations of the waves in their 


—It would be foolish, at this time, to comment on 
the excellence of this display. It was designed 
and executed by Mr. Sherrod while he directed 
the displays at Loeser’s, Brooklyn, N. Y. We 
can, however, comment on the splendid oppor- 
tunity available to DISPLAY WORLD readers 
to learn how “Dynamic Symmetry” principles are 
applied in the designing and merchandising of 
window displays. Mr. Sherrod, very capably ex- 
plains the use of these principles in his articles— 
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impress on the sand, shell shapes, the growth of plant 
forms, our ears, our bodies ... . to the smallest detail. 

We find that these spiral forms are all in relation to 
the “Golden Section” in the expression one-half root 
5-1F—we discover a related esthetic law as used by the 
designers of Greece, China, India and Egypt, in their 
temple architecture and plastic art. The bee follows 
the law of relation of the least to the greatest in the 
making of its hexagonal (B) wax shell of honeycomb. 
Who can say when or where the spider, ages and eons 
ago, first understood how to trace the logarithmic con- 
stant angle spiral in the weaving of her web? As 
Henry Fabri asks, “Is such a question a mere dream 
in the night of the intricate—an abstract riddle flung 
out for our understanding to browse upon? 

We have just stated that the Logarithmic constant 
angle curve appears to be the principle of the move- 
ment of the universe, and that all so-called life is sub- 
ject to its so-called laws. Inasmuch as the middle one 
of any three radei vestors, equi-angular distant apart, 
is a mean proportion of the other two, we are able to 
draw this mathematical curve with ease and accur- 
acy (C). 

The first geometrical discovery made by man, the 
first general principle, seems to be that an angle in a 
semi-circle is a right angle (D). 

Another genera! discovery was that a line dropped 
at the joining of the two legs of a right angle to meet 
the hypotenuse was a mean proportion between the two 
segments of the hypotenuse as cut by this dropped 
line (E). 

Chapee of China tell us that the art of numbers is 
derived from the circle and the square. Break the line 
and make the breadth three, the length four, then the 
distance from the corners is five. This is evidently a 
(Continued on page 51) 
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Do You 
Remember 
This Display 
Theme? 


HEN H. W. Sutherland, Norvell 
& Hunter Co., Red Bluff, Cali- 
fornia, sent in the following 
note : 


DISPLAY WORLD: 

Enclosed, find photograph of one 
of my recent shirt displays. I am 
sending this picture to you because of 
the picture in the frame. Do you re- 
member it? 


. we got busy and looked through a few 
back copies of DISPLAY WORLD until 
we came across it in the August, 1930 issue. 
And then, did we remember it? We cer- 
tainly did. In case you don't, get out the 
August issue and on page 23 you will find 
Frank Maxwell’s ad for The Display 
Center. 

The copy for the original ad ran about 
as follows: 


BURN MY CLOTHES! 
. . . but save the papers in the northeast 
inside pocket. They are clustered up with 
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BURN MY CLOT 


—Pictured above is the original 
cartoon as used with the Maxwell 
ad. Pictured below is the way “Suth- 
erland’ readapted it and used it in his 
mechanical symmetry shirt display— 
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silly notations . . . things 
that require attention... 
later: .... 


With Sutherland, he re- 
produced the ad_ intact, 
even using the copy to the 
extent that his display 
read : 


BURN MY CLOTHES! 
. . . but save those dollar 
bills in the northeast inside 
pocket.... As I wll need 
a few of these. cool crepe 
and air-cloth shirts ... by 
Wilson Bros. 


So goes the hunt for dis- 
play ideas. It is surprising 
where they can be found, 
isn’t it? Newspaper adver- 
tisements, magazine ad- 
vertisements, illustrations, 
all offer vast fountains of 
display ideas to the alert 
displayman. The ideas you 
can obtain from such ma- 
terial will be limited only 
to the extent ,of your 
imagination. What arte 
you doing to develop your 
display imagination? 
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Alms & Doepke 


By HARRY SCHOENLAUB 
DISPLAY DIRECTOR 
CINCINNATI, OHIO 


VERY displayman has, in the past six months, 
noticed how a style “takes.”” For instance, at 
the beginning of the summer season Panama 
hats and organdy dresses stormed the coun- 

try. If they were displayed properly, good results 
were obtained. Also, the merchandise manager real- 
izes the results of good displays. It isn’t necessary to 
say that the best displays are those that are properly 
timed, changed often and merchandised properly. 

In producing any 
type display it is the 
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—The window card used 
in the hosiery display is 
reproduced below— 


—The attractive display of 
hosiery reproduced above will 
give the reader a fair concep- 
tion of “Schoenlaub” technique. 


showing = slightly 





merchandise that 
must be featured. 
Elaborate back- 
grounds are no longer 
a necessity. When 
backgrounds are used 

they must be simple, f 
dignified and must 
lend harmony to the 


display. Of course, J 

now at a time when ‘ai 

; - 7 mare eehege” 
display budgets have on the Mark nay 
been “sliced” the dis- 
playman must draw 


his allowance out to 
secure adaquate dis- 
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PAIRS 
play coverage. Win- % oy 
dows are “getting $2% 
by,” but with a rise | 


4 ahead, windows will 
have to show a new 
era in style trimming. 

No longer do we 
believe in costly back- 
grounds that remain 


WOOLENS 


howl wn hand in windows for six 
with | months or more. Now 
the we think of window 
SMART 


| backgrounds only for 
| SET a short period .... 
during the life of a 


sale or style event. 
15° 


Sometthing easy to 
a - 
AEC 





construct and attrac- 
tive to the customer. 
The background will 
never be as prominent 
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out of this depression 


—The window card used 

in the _ ready-to-wear 

display is reproduced 
above— 


—In the long stretch. of win- 
dows that “Harry” is respon- 
sible for, his technique and 
frequent changes are beginning 
to tell. He is exnerimenting 
with the continental idea which 
is bringing them up to the 
Parkway— 
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as it use to be.... 
due, perhaps, to the 
buying sense of the public. Like a great many authors 
and business executives say, “This business cycle has 
taught everybody how to act and how to live more eco- 
nomically.” We must adjust our windows to the times. 
Like the reliable old physician curing illness, the dis- 
playman can cure his store ills by using the ‘‘old bean.” 
Thinking twice as fast, acting even faster will obtain 
results quickly and more effectively. 

The displayman has come to a point in his career 
where he must keep his mind open to merchandising 
as well as display work. This idea is new to a number 
of displaymen but not new to the now successful win- 
dow merchandiser. 

The average ‘store looks on display as a secondary 
item, but after it is all summed up, windows are seen 
all the time. The display and advertising departments 
should be based on the same level from a financial 
standpoint. Give them both the same amount of money 
for one month, at different intervals, and then compare 
the results. See which produces the best results. If a 
fair test is made, no doubt from then on display bud- 
gets will be increased by at least 50 per cent. 








Problem 


By JOHN FORD 
NEW YORK CITY 


ODAY, the average conception of a display 
installation of -nationally advertised goods 
results in a set, stiff window, a window that 
is not attractive .... not attractive because 

it looks like a dozen other display installations that 
preceded it. Not interesting . ... because the same 
style display idea that the majority of customers have 
grown tired of is used again. Not productive... 
because no attempt has been made to produce a display 
that would sell goods, display that would contain new 
ideas, methods, scenes, technique. That is what is 
wrong with today’s display installations. 

My consideration of display is from the seat of 
national products. My position is such that I receive 
over my desk dozens of display ideas, ideas produced 
for national advertisers, and when a clean, neat, dis- 
tinctive, attractive display is produced I look at it and 
often say, “What kind of an installation are you going 
to receive?’ I often visualize the installation any my 
imagination pictures a few crepe paper tubes, a rosette 
or a festoon of crepe paper and a crepe paper floor. 
I see the display set in the window in front of the old 
style crepe paper background and I wonder why the 
manufacturer spent so much money to have the dis- 
play produced. 

Please do not think that I am finding fault with 
installation concerns. True, many of their best dis- 
plays are but repetitions of old ideas, but they are 
handicapped. They must govern their installations by 
a budget and until better coverage is provided, until 


—The trend in merchandise presentation 
today where three groups of unassociated 
merchandise is to be displayed (unasso- 
ciated sports, in this instance) is to pre- 
sent each line of goods in a definite group 
by itself. This “mechanical symmetry” 
set-up allows the displayman to follow 
such an idea very easily. It isn’t necessary 
to comment on the attractiveness of the 
set-up— 
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A National Installation 


November, 1931 


the national concern provides larger 
budgets for displays, this “pretty ket- 
tle of fish” must continue to exist. 

I will probably be criticized for at- 
tempting to break down old estab- 
lished rules for display work by sug- 
gesting the background ideas illustrated 
in this article. My ideas do not even 
remotely resemble crepe paper work, 
although I do not say that crepe paper 
cannot be used . . . it can be used 






OFFICIAL - 
ICE HOCKEY. 
EQUIPMENT 


—tThe three large 
cards in this 
“Spalding” group 
are printed on 
paper. A strip of 
wood across the 
top and bottom 
allows a light 
wooden easel to be 
placed in position 
which rigidly holds 
the cards upright— 





—The color place- 
ment on the 
“Spalding” cards 
presents attractive 
and forceful dis- 
plays. Visualize 
“Spalding” in red, 
the rest of the 
copy in dark blue, 
with the figures 
being carried out 
in natural colors— 





where perpendicular decorative effects are suggested, 
but in practically every instance cards or some dec- 
orative feature is hung or supported by these strips 
of decoration, and as reinforcements would be nec- 
essary, a small strip of lumber would be required. 
A piece of lumber can be painted just as quickly 
as it can be wrapped or covered with crepe paper 
and the wood in turn, though more expensive than 
paper, can be used again and again, and when supple- 
mented with paper for decorative effects, will enable 
the alert displayman or installation concern to step 
out and lead the way in the exploitation of the “con- 
tinental idea.” 

I am probably getting my feet in hot water again 
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when I mention the ‘continental idea.” How many dis- 
playmen, not mentioning installation concerns, know 
what the “continental idea” is all about? If you think 
it is a modernistic display allow me to correct that im- 
pression. The “continental idea” doesn't even faintly 
resemble modernistic displays. This new idea has been 
developed on the continent (the reason for the name), 
and presents merchandise in a simple, attractive and yet 
forceful manner. Decoration in most instances comes 
from the use of both angular arrangements of form, 
line and placement of decorative accessories, while the 
merchandise following the lines of the background or 


, OFFICIAL 


BASKETBALL 
EQUIPMENT 






—The sizes of the 
large “Spalding” 
cards are 21 inches 
wide by 31 inches 
high. The “Bas- 
ketball” card is 
particularly attrac- 
tive with one fig- 
ure in vivid red, 
the other in bright 
blue— 


BOXING GLOVES 
Plake : : 

Mancr Bors ; 4 

Denby Dans | 





—The “Spalding” boxing glove 
card is the only card in this 
series that is mounted. It is 
furnished with an easel back 
and is the smallest of the four 
cards, being 14 inches wide by 
22 inches high. Like the other 
three, the background is white 
with the figures being worked 
out in natural colors— 


im. 


setting, falls into the scheme of the presentation. This 
bold use of merchandise and angular arrangement or 
effects results in a display that is startlingly different. 
As the use of lines and the combinations of effects are 
countless, unlimited effects are possible. Truly, with 
the “continental idea’? fathomless vistas are open to 
the American display mind capable of developing an 
American style. 

Space compels me to be brief in my description of 
the background effects suggested on these pages. The 
one noticeable difference is the utter lack of old conven- 
tional forms of set-up presentation. In other words, ! 
have suggested a “‘set” display .. . . Mr. Chord in his 
book, The Window DISPLAY MANUAL, calls this 
type set-up “mechanical symmetry,” and he has titled 
it most appropriately. Such a set-up is mechanical, 
yet this method serves a definite purpose in the scheme 
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—While a “mechanical symmetry” set-up 
is always “set” a “perspective” set-up 
allows for variety in the placement of the 
goods. This arrangement presents a bal- 
anced trim if the displayman will follow 
the line of the background idea in merchan- 
dising the window. As the set-up is ar- 
ranged the bulk of the display must neces- 
sarily be placed on the right with only a 
few small groups on the left. Be sure to 
keep the different goods grouped— 


of display arrangement. However, I personally prefer 
the more open type set-up, the set-up that depends on 
the proper arrangement of effects to secure balance. 
Mr. Chord calls this method “perspective.” 

Two of my suggested display arrangements lean 
toward the perspective idea. It isn’t necessary for me 
to say which two they are. Just glance at the illus- 
trations. Notice which set-ups secure the placement of 
off-balance, balanced displays, and Mr. Chord’s per- 
spective or the ‘continental idea” will be very much in 
evidence. 

In suggesting these different set-ups I have taken 
a recent display produced by the Einson-Freeman Co., 
Inc., Long Island City, N. Y., for Spalding Bros., and 
I believe my presentation of the different display cards 
in a window will give the reader a new conception of 
display arrangement. 


—The set-up suggested here is designed 
for the store wanting to feature one line of 
goods in a display rather than a mixed 
display of three or four lines. In this in- 
stance the display is built on a platform. 
A large cut-out of some part of the equip- 
ment used in the sport being featured is 
used as a background. In this background 
we suggest half of a “puck.” A puck is 
used in ice-hockey, our idea, however, is to 
show the reader how versatile such a dis- 
play is. Turn the puck around for half of 
a basketball— 
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Who They Are 
and What They 


Say 


ARTHUR J. HARPER 
LEAVITT COMPANY, 
BRIDGEPORT, CONN. 


SKETCH NO. 79 


HERE must be something magic for display- 

men in the age fifteen. I know of quite a 

few displaymen who, at fifteen, decided that 

display would become their. life’s work ; while 

DISPLAY WORLD, in their autobigraphical sketches, 

have found dozens of successful men who started to 
climb the professional ladder at that age. 

Please don’t misunderstand me... . I don’t claim 
to be an exceptional displayman . . . . even if I, also, 
started my display career at that age. I am modest in 
admitting that I have met with some degree of success, 
but I have found, as I have climbed, that my knowledge 
concerning displays presents the paradoxical problem 
of, “the more one knows, the more there is to know.” 
T have reached the conclusion that were I to be actively 
engaged in display: work for the next century I couldn't 
begin to absorb all there is to know about display. 

I am wondering from my subject of my beginning 


—-The “Matt Tompkins” display pre- 
sents the ingeniousness of Arthur J. 
Harper. It isn’t necessary for DIS- 
PLAY WORLD to comment on the 
character of the display; the reader 
can form his own conclusions— 
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and rise as a displayman . . . let me continue. At the age 
of fifteen I went to work for a concern as assistant to 
the displayman. After working there about a year the 
displayman, who had meanwhile become more inter- 
ested in other phases of the business, left the display 
department in my hands and recommended that I be 
appointed head displayman. 

Shortly afterwords, 1917 to be exact, the town, 
Springfield, Mass., was to have an anniversary. Each 
store was to devote one window to some civic event. 
The “boss” on returning from a meeting of the com- 
mittee informed me of the event and asked me to pre- 
sent my plan for the display. My plan was to paint a 
large replica of the Municipal Building. I presented 
it to him and he laughed and said that such an under- 
taking could not be accomplished by a kid. I convinced 
him that I could paint a creditable picture, so he 
bought the paint and left the rest to me. 

(Continued on page 54) 
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ul W Al” 
LOOK OUT iO ’ When Ohio State played Iowa last year, 
in Columbus, the City National Bank attracted 
large crowds in front of its window with this 
giant size reproduction of Billy Ireland’s famous 
cartoon showing the Ohio State football team 


DISPLAY WORLD 


about to mow down the Iowa team, represented 
by the growing corn.. This display, 8 feet high 
by 10 feet wide, was made from Super Cornell 
Wood Board, cut entirely with the Cutawl, and 
finished in water colors. 


A Safe Board for INTRICATE Displays 


Cuts Accurately Without Chipping! 


When there is a “ticklish” cutting job to do, expe- 
rienced display men choose Cornell Wood Board. 
This wall board is all wood— made entirely of 
strong, new wood fibre of great structural strength. 
It is easy to cut, by hand or with a Cutawl, yet is 
firm and dense enough to assure clean, smooth edges 
and complete freedom from crumbling or chipping. 
As the wood fibre has’ been properly seasoned, 
the finished board offers high resistance to warping. 


ornell 


WOOD BOARD} 








And for Show Cards---a WASHABLE Board 


in Colors! 
The primed surface takes any color treatment. 


Cornell De Luxe Show Card Board in various non-fading 
sun-fast colors can be washed and USED OVER and OVER 
again. Board and its color finish waterproof. Strong—may 
be scored on either side—without breaking. Specially adapted 
for Process and Show Card work—takes any kind of paint, 
water color, etc. 


MAIL COUPON FOR SAMPLES! 


ee ee eee 


CORNELL WOOD PRODUCTS CO., 
307 North Michican Ave., Chicago. 


Send samples and prices of 
[_] Cornell Wood Board. 
{_] Cornell Colored Washable Show Card Board. 


Name 


Firm Name 
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January Ensemble 
Background 
Designs 


S DISPLAY WORLD has had numerous let- 
ters from readers requesting information re- 
lative to the construction of the ensemble 
background designs, and letters asking for 

special color schemes, the following information will 
be timely. 

As “announced in every issue of DISPLAY 
WORLD that has carried ensemble background de- 
signs, the displayman or store interested in adapting 
the ensemble background panels as standard display 
equipment needs but write DISPLAY WORLD for a 
set of blue prints covering construction details. A set 
of blue prints covering in six steps the best building 
methods as well as a set of the current month’s designs 
(four completed designs) can be purchased for four 
dollars ($4.00). Instructions are included with each 
set which covers the different construction steps in- 
volved. Definite suggestions are made with each 
month’s set of designs that cover relief suggestions and 
color schemes. 

For example, we are reproducing below the infor- 
mation contained on two designs in the October issue 
of DISPLAY WORLD. The first design, if you will 


November, 1931 




















—One must see the blue- 
print to appreciate this Jan- 
uary ensemble design— 


—The style presentation for 

January is “Southern Re- 

sorts” .... how about this 
design ?— 
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The Cutawl 


Without Obligation. If It Doesn't 
Save and Make Money For 
You-—Send It Back 


Put your own sign and dis- 
play ideas in the most attrac- 
tive and appealing form 
with this simple machine. 
The Cutawl will save you 
hours of work, make you 
more profits and turn out 
better displays. 


Let us prove this by sending 


New Model 
the Cutawl to you on 10 


K-8 Cutawl 
days’ Free Trial. Use it on any work you have—Signs, Screens, 
Lettering, Stencils, Window Display Backgrounds, Figures, etc. 
Give it a thorough test—then if you are not entirely satisfied, if 
your profits aren't increased, if YOU feel for any reason that you 
can do without it, simply send it back and you won't owe us one 


YOU ARE THE JUDGE. 


You Can Buy The Cutawl 
On Easy Terms 


Our easy payment plan enables you to make the monthly pay- 
ments from your additional profits—let us tell you more about 
this plan. Let us show you why the CUTAWL is first and last 
a PROFITABLE INVESTMENT. 


| International Register Company 
13 South Throop St., Chicago, Ill. 








cent. 








“Cutawl Designs”’ 


The most helpful book ever placed 
in the hands of the Displayman. 
96 original drawings, 70 photo- 
graphs of displays and windows 
of national note. A wealth of 
ideas for every display. 


International Register Co., 
13 S. Throop St., Chicago, Ill. 
Gentlemen: Please sen 





catalog, prices and complete 

description of the Cutawl. 
Send information on the 
Cutawl Accessories. 
I am interested in your 
Time Payment Plan. (Our 
Time Payment Plan ap- 
plies only to the United 


States.) 
Only $2.50 Per Copy 
Order Your Book Today ese 
Cee es 


ahaha: | 











the book, 
SIGNS. 


[ ] Enclosed herewith $2.50, 
(Money Order or Check.) 
[] Send C.O.D. for $2.50. 





LET US SEND YOU 





Mail the Coupon Now! 


Send me postpaid at once 
the way checked, a copy of 
CUTAWL DE- 








New 
Adjustable 


Circle 
Cutter 


Saw Table 
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—January is thé month, 

“white goods” is the event 

. just an effective sug- 
gestion— 
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—The design suggested 
above will be much more 


effective if uzed 
screen— 
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refer to the October issue, was on page 16 and is the 
completed design reproduced at the bottom of the page: 


Ensemble Background 
Design. 

(Scale, one inch equals one foot)—Christmas de- 
signs wouldn’t be complete without the old conventional 
candle and candle stick idea. Holly must be suggested 
somewhere, so, here is a design, modern in every phase, 
that introduces the candle stick and holly idea. 

Two or three reliefs suggest themselves, but the 
background man can conceive the different reliefs very 
easily; what we’re most interested in is color: Why 
not paint the entire background white with a black out- 
line around the top edge; work the candles out in 
shades of black and grey, with the flame in orange. 
The base of the candle sticks will be black; the holly 
and berries in green and red. Should this design be 
used the same idea can be carried out on the window 
cards. 


Details of Relief 
Construction. 

In the future where blue prints are issued the num- 
ber of reliefs will be indicated on the design. It isn't 
always necessary to use relief, a very beautiful effect 
can be produced by painting the design flat. Where 
relief work is employed the finished background will 
have much more depth and the finished effect will be 
much more interesting and beautiful. 

As certain designs lend themselves to numerous 
color schemes, unless the d'splayman has a good sense 
of color arrangement, blueprints of each month's 
designs should be secured for color suggestions. 
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ELEKTRA CHRISTMAS CUTOUTS 


Have No Fear For Slashed Display 
2 Budgets 


Here is a line of display units 
that every store needs and can 
afford. The new, low prices make 
it possible for you to make your 
store abound in Christmas spirit 
and atmosphere even with slashed 
display budgets. 







Processed in six or more colors, 
they achieve those colorful effects 
so essential for the holiday sea- 
son. There are many designs to 
choose from. Furnished plain or 
completely wired for electrical 
illumination. 


Write at once for illustrated folder and prices. 
Elektra Department 


BUCKBEE-MEARS MEG. co. = = = St. Paul, Minn. 








Here It Is... 


A NEW FORM. 


for the new hosiery 


be can cease wondering how to display the new extension-top hosiery 
to the best advantage. We have just introduced a new, extra-high 
form—the HipHi—which is specially made for this purpose. 

Like all Fairy Forms, the HipHi has smart, pleasing lines. It is molded 
of flesh-like Fairylite—perfectly smooth and easily cleaned with a damp cloth. 
Its weighted toe keeps it balanced—no support is needed. 

Write to-day for full information about the HipHi and the other members 
of the Fairy Form family, which includes forms for men’s, women’s and 
children’s hosiery. 


_ Sold by jobbers everywhere. 


SHOE FORM CO., INC., Auburn, New York 
Licensed Manufacturing Branches 
Untrep Lasr Co., Lrp., Montreat, Que. 
London, England Paris, France Frankfort, Germany Melbourne, Australia 





THE NEW HIPHI 
This is the new HipHi Fairy 
Form. Fits a size 84% stock- 
ing perfectly. 32 inches high 
and 19% inches around the 
top. Price, $12 @ pair. 
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Cards That Say 


January 


By HARRY G. WALKER 
SCHIENBERG-QUICKSILVER CO., 
WICHITA FALLS, TEXAS 


Group No. 1 







Group No. 2 






















DONT LET YOUR. 


APPEARANCE RUN 
wean DOW N...- 






























—Group No. 1 represents a 
small set of cards for January 
sale purposes. The cards are 
dull orange mat, mounted on 
yellow mounts. The lettering 
on this set is all black with 
water color pencil illustra- 
tions— 


—Group No. 2 represents a 
little wild outburst of color. 
The 7xll-inch cards are 
mounted on a large, moss green 
mat and set off by the use of 
small, variously colored, card 
board samples glued to the 
mat— 


HIS month we are suggesting three distinct 
sets of illustrated cards making use of the 
new “water color” pencils, the pencils giving 
natural color to the illustrations. These 

water color pencils have proved to be a fast, economical 
and easy way of giving illustrations a washed, water 
color effect, and with a little practice some really pleas- 
ing effects can be obtained. 

Set No. 1 is a set of small cards for January sale 
purposes. The cards are dull orange mat, mounted on 
yellow mounts. This color combination will stand out 
and I believe prove more effective for sale purposes 
than the use of larger cards of more subdued colors. 
The lettering on this set is all black with water color 
pencil illustrations. 

Set No. 2 is a little wild outburst of color. The 
7x 11 inch cards are mounted on a large moss green 
mat and set off by the use of small variously colored 
card board samples glued on to the mat. The lettering 
on the cards is done with a pen and is black. The copy 
on this set is very brief .... yet with a direct appeal 
to the reader. Cards of this type are good to use fol- 
lowing the January clearance when price appeal must 
give away to arousing interest in newly arrived, early 
spring merchandise. 
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Group No. 3 
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—Group No. 3 represents a merchan- 
dising-type card. The size is 9x18 
inches, mounted on double thick, 
pebble grained mat. The lettering is 
all black on buff board, the mount 
being a light tan color— 


Set No. 3 cards are more or less of the merchan- 
dising type. Size 9x 18 inch, mounted on double thick, 
pebble grained mat. The lettering is all black on buff 
board, the mount being a light tan color. Copy on this 
set of cards is heavy, or at least much heavier than 
ordinary cards. This layout is good to use for the 
introduction of new ideas when some detail is neces- 
sary to make a proper showing of the merchandise. 

I have selected these three sets of cards in answer 
to several requests last month in regard to copy sug- 
gestions and layouts. 


The barrier of sales resistance especially among 
men seems to be built up in a very substantial manner 
due partly to men probably having a keener sense of 
the economic situation, and due partly to fear. The 
card writer with well planned copy can do a great deal 
of good to help break down this barrier of sales resist- 
ance by filling the store and windows with encouraging 
messages of cheerful news gleaned from the daily 
papers, printed under the heading of “Bright Spots 
in Business.” Such items can give daily accounts of 
business firms all over the country that are forging 
ahead. Cheerful greetings for skeptical window shop- 
pers will help throw them in a more receptive mood 
and frame of mind to accept the stores’ offerings. 

This is the time of all times for displaymen to try 
and prove, in part at least, the power we thought we 
had at our command a couple of years ago. Start 
something that will creaté comment and interest in the 
store. Don't overlook any detail—no matter how small, 
or how hard to do that will boast the daily sales just 
a few dollars. 

If by combined effort the displaymen could boost 
sales 10 per cent throughout the country, the depres- 
sion would receive a severe blow. It’s worth trying 
for. All together, let’s go! 

Let’s make the sales in our stores grow by no 
other means than a well planned schedule of window 
display changes and appropriate merchandise cards. 
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Put LIFE in Your Displays 
with BOOK-O-MATIC 
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IT MOVES—IT ATTRACTS—IT SELLS 
Handsomely finished in gold and red this advertising machine is 
suitable for the most dignified show window, fair and booth display. 
Has eight pages for hand lettered copy and has loose leaf rings so 
that messages may be changed. With BOOK-O-MATIC you can tell 
a story in eight scenes or can picture your product in eight different 

















ways, or you can tell of eight products in an unusual and unfor- 
gettable manner. Pages reverse together, message repeats. 

Book Size 24”x16"; Page Size 10'4”x14”— 

Operates on 110 Volt A. C. or D. C. 
Price $45.00, F. O. B. N. Y. City, Extra Leaves $1.00 Per Set 


A FEW BOOK-0O-MATIC USERS 
United Fruit Company Empire Trust Company 
Western Union Tel. Co. Hamburg American Line 
Singer Sewing Mach. Co. Brunswick Radio Corp. 
Waterman Pen Co. Doubleday Doran & Co. 
Eastman Kodak Co. De Laval Separator Co. 
Thos. A. Edison, Inc. S. S. Kresge Co. 
General Foods Corp. Bank for Savings 
Gotham Silk Hosiery Co. Furness-Bermuda Lines 


Erisman Adv. Display Co. 


61 WHITEHALL STREET, NEW YORK 
Also Manufacturers of 


ACT-O-MATIC FLASH-O-MATIC 
Motion Displays 






































































THERMATIC 


Automatic Controls Motor-Less Movements 








nA FOR CATALOGUE 


M ERKERBROS 
~ 610 OLIVE $T. 


ST.LOUIS MoO. 






SEE YOUR DEALER OR 
WRITE US DIRECT 
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Thanksgiving and 
Utilities 


By R. M. ANGELL 
DISPLAY SUPERVISOR, 
NEW YORK POWER AND 
LIGHT CORPORATION, 
ALBANY, N. Y. 





F any time of the year seems especially set 
aside for utilities and stores selling ranges, it 
is the Thanksgiving season. The whole sum 
and substance of this day is symbolized by the 

filled board. Now, if ever, cooking is first in the minds 
of everyone—both the cooks and the ones who feast. 
It is the opportune time to show the one who is to use 
the range how old, worn out and obsolete her own has 
become. 

If we can ever sell ranges it is at this time of the 
year. November displays should stress cooking the 
modern, labor-saving way. If you think for one minute 
that the modern, insulated, time and temperature con- 
trolled range has been thoroughly accepted by the public 
and that they are going to ask for them, go and look 
at the unequipped range selling at bargain prices. Go 
into apartments and flats and see the ranges without 
temperature control. Ask these people if their range is 
so equipped and see how few there are so equipped, and 
find out how vague their ideas are about them and then 
you will realize that even with all of the home service 
demonstrations, national and local advertising there are 


—The idea behind this R. M. Angell 
display is not: 
“Peter, Peter, pumpkin eater, 

Had a wife and couldn’t keep her. 
Put her in a pumpkin shell, 

And there he kept her very well.” 
But, Peter must have had a “heat- 
controlled oven,” because the “pies” 
Mrs. Peter turned out were perfectly 

baked— 


































—The perfect tie-un between mer- 
chandise, event and display is evident 
in this “Thanksgiving” display exe- 
cuted by R. M. Angell. The bold 
use of cut-out letters forming “for 
Thanksgiving,” the excellent use and 
placement of additional copy, the 
gigantic reproduction of a turkey 
make a display beautiful in its sim- 
plicity yet compelling in its force— 


still scores of women who still test their oven by how 
hot it feels on their hand. 

A really beautiful show window can be trimmed 
with bright foliage, tangerine plush, banked with amber 
lights; a delight to the eye but not delight enough to 
remain in the mind, when the window with the new fall 
or winter merchandise flaunts itself into view next door. 
You have to sell a pertinent tale to the window shopper. 
Show her by comparison that the present cooking facili- 
ties are so out of date that she desires to own a new 
range like you are showing. Ranges have so many 
things to tell about—a comparison of old cooking meth- 
ods with new, the insulation that keeps the heat in the 
oven and the time control that turns the heat on and 
off at predetermined times is always a source of amaze- 
ment to most people. The temperature control that 
maintains an even heat for baking and roasting, special 
automatic lighters and top burner controls, and on and 
on through feature after feature that to you and I have 
become every day, but to many people are as new as 
tomorrow. 

For other display inspirations there is no better 
source than the beautifully colored cake and pie ads 
in the current magazines. If these can make you look, 
read and marvel sitting at home in the evening how 
much more can they make you desire them when they 
are in a show window enlarged to jam size and incor- 
porated into a range display. 

Such displays certainly impress themselves in the 
minds of the people and start a train of thought so 
that if a Thanksgiving sale is offered with special in- 
ducements it gets results in sales. 

It must be the utter simplicity and use of display 
material that has made utility displays so outstanding. 
These two Thanksgiving displays are but additional 
examples of perfection attained in this field of display. 
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THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 
TRADITIONAL LEADERSHNP IN SUPPLY - 
ING THE COUNTRY’S DISPLAY NEEDS: 





MAHARAM TEXTILE CO. 


Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 





MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—4 East 8th Street 





J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 





Chelsea Botanical Products Co. 


Natural Preserved Imported and 
Domestic Holly Wreaths, Ropings and 
Garlands, Trees and Xmas Greens, etc. 


107 WEST 27TH ST. 





THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY (40th St.) 





MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 





THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 








Einson-Freeman Co., Inc. 


Lithographed Window and Counter 
Displays for National Advertisers 


Starr and Borden Aves. 
Long Island City, N. Y. 





Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 


and Special Settings, etc. 


Also 


MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 
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Detroit Windows 
A Shoppers 
Paradise 


By F. E. WHITELAM 


OMEN, misses, children and even mere man was 
glorified in window displays during October, and 
was the high point of sales volume for the apparel 
stores and shops. All stores were intent on selling 

merchandise despite the depressing conditions, and therefore, 
the windows were attractive; clever selling stunts were ap- 
parent everywhere, and the talk of low prices was somewhat 
camouflaged. Displays in general were somewhat educational, 
giving information in one way or another to enlighten the 
buying public of the salient values. The October bride was 
entirely absent, perhaps for the reason that more and needful 
merchandise displays were the order of things. 
J. L. Hudson’s. 

At this great, progressive store the football season was 
emphasized time and time again, showing a variety of smart 





















—‘Don Ferguson,” in his 
displays for “The Ob- 
server,” Bird’s fashion 
booklet for men, presents a 
forceful tie-up between ac- 
tual pages in the booklet 
and merchandise. Pages 
from the booklet have been 
fastened to the walls of the 
shadow-box, while the mer- 
chandise illustrated on the 
various pages is ticketed to 
assure identification by the 
observer. The “Observer” 
displays have real sales 
appeal— 
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WORLD 


outfits that could be worn to any game. These displays were 
featured with a large pennant or two of the teams next in 
line for play, mostly shown a day or two ahead of Saturday, 
the national football day. 

Detroit’s yearly fund drive provided a theme which was 
so perfected in its every detail that it drew tears and crowds 
every second of the day. The thought expressed at Hudson’s 
was, “Even in in box-car home the Visiting Nurse is always 
welcome.” An exact reproduction of a box-car with its open 
door brought close to the glass gave the observer his first 
real, pathetic picture of sickness, poverty, and absolute loneli- 
ness except for the daily visit of the nurse. To its newspaper 
covered walls, broken furniture, bare cupboard, and many 
fine details, one can not compliment this graphic picture too 
highly. We viewed also a beautiful tribute to the late 
Thomas A. Edison. The entire display was hung in dead 
black, illuminated with only one light and that focused on a 
large painting of heroic proportions. The card read, “The 
World Mourns the Loss of a Great Man—1847-1931.” The 
only decoration, a large silk flag, added a national touch. 

An entire bank of ten windows carried out the early Em- 
pire influence with clear-cut silhouettes mounted on neutral 
grounds and then placed in the background panels. You will 
note from the illustration how this striking series developed 
attention. One lovely, velvet draped display said, “Shades 
of Our Grandmothers.” In this display six sweeping, high 
drapes were used together with a center figure on which 
the material was made up; the pattern from which the gown 
was fashioned was included in the group. 


—At “Hudson’s” an entire 
bank of ten windows car- 
ried out the early Empire 
influence with clear-cut 
silhouettes mounted on neu- 
tral grounds and then 
placed in the background 
panels. The illustration on 
the left shows how efiec- 
tively this scheme of deco- 
ration was carried out in 
the windows. Many differ- 
ent merchandise presenta- 
tions were shown, but in 
every instance the display 
and background were ap- 
propriate— 
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With the opening of the hunting season the message said, 
“Hunters’ Game Time Has Arrived and Your Gun Is Here.” 
Many stuffed birds and animals, also a bird dog, added in- 
terest. Two hunters in the proper attire with guns and am- 
munition served as a gentle reminder that “game time” had 
arrived. A rustic wood fence with many cat-tails added 
appropriate atmosphere. 

A departmental promotion came to the Woodward front 
in an unusual showing of the “Circus Land” barber shoppe. 
This display was exact replica of the barber shoppe. Four 
scenes formed the background, while many small mannikins, 
one in a chair, another in the process of having a finger 
wave dried, and several others waiting their turn in true 
barber shoppe fashion, completed the picture. 

Hat displays, gloves, shoes and hosiery formed many in- 
teresting groups, although the millinery stood out more 
prominently, at least while this singular setting was shown 

. it was a massive gold frame almost covering the entire 
background with three oval openings, each opening was 
illuminated with concealed lighting. In these openings a head 
form and hat was used, brown shades predominated. A few 
other hats were shown near the window front, shoes and 
gloves were used for accessories. 


S. L. Bird’s. 


This store, noted for its many display changes, had a full 
quota well handled by Don Ferguson, display manager. “The 
Observer” for men of fashion and “The Etonian” for little 
folks had similar window presentations, which appeared at 
the time of the booklet mailing. A large, felt-covered shadow- 
box effect gave ample flat space to present many of the 
catalogued articles. Through the opening the words, “The 
Observer” and “The Etonian” were shown up strongly against 
a red felt background. Many open pages of the booklet em- 
phasized the style and number so that one could select like 
merchandise. 

A powerful window and advertising promotion made use 
of all window displays “Introducing Birdway Clothes” at 
$21.00. For this introduction of suits and overcoats at a 
new low price, Monk’s cloth was used in large panels with 
the center one carrying the above message, made of red felt 
letters. Near the front of the windows stood large wood 
letters, painted red, and spelling “COMPARE.” 


Ernst Kern’s. 


At Kern’s, due to the foresight of Wm. Hooper, display 
director, an interested crowd viewed the memorial display 
paying respect to the late Thomas A. Edison. A very life- 
like colored drawing centered the black velvet draped win- 
dow, banked on the side with palms and ferns, and balanced 
on the other with a large card reading, “Great As An In- 
ventor, Greater As a Man, Minkind’s Greatest Benefactor.” 
At the base of the portrait a laurel wreath added a touch of 
dignity and quality. 

The general displays opened at the close of the yearly 
“September Founder’s Sale” and ran throughout the month 
with but few changes. A central unit of brown felt on which 
highly colored autumn leaves were placed at odd angles gave 
the entire series a colorful and timely change and produced 
a setting which was suitable for a variety of merchandise. 
The brown felt panels, when stripped of their leaves, gave 
Mr. Hooper an excellent opportunity for many outstanding 
store-wide promotions such as “Coats with precious furs cost 
precious little this year,” “Darkest Africa—a jungle tone,” 
showing hosiery priced from 85 cents to $1.95. Also, “A five 
dollar bill buys lots of shoe style.” For bags, “The smart 
details of these Bags prove they are worth more than $1.95.” 
For little tots the appealing, “Red is a coveted color when 
you are a two-to-sixer.” 

The right kind of weather made it coat month in window 
displays. Most displays took their ideas from the football 
games. Siegel’s, Hudson’s, Persian and Kline’s all featured 
these promotions. At Kern’s the smart college coats were 
leather. They were presented before a background of brown 


(Continued on page 64) 
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MECHANICAL MERRY-G6O-ROUND 


In Gay Colors—80 inches high, 62-inch diameter. Clown turns organ. 
Two monkeys are dancing. Carroussel revolves. Supplied with or 
without music. 
A KNOCKOUT FOR THE TOY DEPARTMENT 
Write for Complete List of Mechanical Displays. 
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A TIMELY SUGGESTION 

for 

DISPLAYING COSTUME 
JEWELRY 


USE No. 7841 


for the latest information on dis- 
play fixture ideas, set pieces, dis- 
players for merchandise, costume 
form models, correct for the 
“nipped in’ waist line, manne- 
No. 7841 
Illustrated in 
chrome metal 
finish ---wood 
base---an- 
tique maple 
black edge. 
Price $6.50 


quin, etc., write 


HUGH LYONS & COMPANY 
LANSING MICHIGAN 
485 FIFTH AV. NEW YORK 


131° MERCH. MART. CHICAGO 
52 CHAUNCY ST. BOSTON 


MEMBER ‘NAT'L DISPLAY 
EQUIPMENT ASSOCIATION" 


No. 4060, $15.00 
24” high, 8x8 column 
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A New Trend In 
Crepe Paper 
Displays 


By ALDEN CUMMINGS 
DENNISON MFG. CO., 
FRAMINGHAM, MASS. 


HIS is an article for the decorator who works 
with crepe paper. Success in decorating 
nd with crepe paper—like general decorating 

work—is largely a matter of keeping abreast 
of the times. Faced as we are with the fact that crepe 
paper is not as popular a medium as it once was we 
can hardly believe that this is the fault of the paper. 

It is the same product, it has the same uses, decora- 

tors use it as they always have and it can be easily 

obtained at a fixed price. It may be that crepe paper 
is suffering, as a decoration, from the fact that it is 
still being used as it always has been. 

Many articles have been written on the subject of 
crepe paper windows. Successive authors have dis- 
cussed the various ways of using the medium. They 
have shown how it could be used to make a given 
window smaller or larger. Using it in certain deft 
arrangements they have apparently been able to draw 
the eye to a given point on the ceiling walls or floor. 
With these many articles there have been diagrams 
and sketches, but invariably all of the manners and 
methods shown of using the crepe have been excep- 
tionally old and the stock in trade of every decorator 
in the land! What we need is a re-styling of crepe 
paper decorating methods and handlings. 

If this is to be brought about the decorators will 
have to accustom themselves to a less stylized job 
than they have turned out in the past. The tendency 
exists for the decorators to put all of their energy 
toward a distinctive and clever manipulation of the 


Window No. 1 
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INTRODUCING 
ALDEN CUMMINGS 


Fundamental art education plus wide ex- 
perience brings to Alden Cummings a 
keener appreciation of the trend of modern 
commercial art. 

Born in North Dakota, Mr. Cummings 
came east with his parents to take up resi- 
dence in Boston. After leaving prep school, 
Mr. Cummings studied art at the Boston 
Art Museum School, later at the Massa- 
chusetts School of Art, continuing his 
studies in Germany and France. 1925 found 
him in Paris, an ardent disciple of the 
decorator-architects Le Corbusier and 
Mallet-Stevens. 

Upon his return to the United States, he 
designed costumes at the Boston Repertory 
Theatre and was also designer for the 
Ripley Studios, Boston. 

The field of commercial art then came 
clearly within his focus when he was com- 
missioned to design shop interiors at the 
Ritz-Carlton, Boston, at Dennison’s New- 
bury Street Store, Boston, and the Denni- 
son Fifth Avenue Store, New York. 


crepe that is in itself so finished that it really over- 
balances any. sort of merchandise arrangement that 
will have to later become a part of the layout. The 
decorator will have to realize that a crepe back- 
ground will of itself be only a portion of the ultimate 
effect and that of itself it will be incomplete and rela- 
tively bare until the arrangement of merchandise, 
signs, etc., is complete. When this happens we will 
not be confronted with the statement that all crepe 
windows “look alike.” 

At the present time the use of crepe paper in win- 
dows is mainly confined to national advertising in- 
stallations. It is not my idea at this time to speak, 
in the main, to the men engaged in this type of work. 
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That will come later. There is, on the other hand, 
a large and paying job waiting the crepe decorator 
in the small town department store, specialty shop, 
gift shop, and general retail store. These shops are 
becoming increasingly conscious of the fact that they 
must have a smart metropolitan atmosphere. They 
must be modern (without being modernistic) and they 
must develop a type window display that wll reflect 
the spirit and tune of the times. Unlike the large city 
department stores they cannot afford an elaborate set- 
up in their windows that will be in, with minor 
changes, over a period of months. However, with 
paper, it is easily possible to arrange a background 
that for a month or six weeks can easily handle several 
merchandise promotions and at the end of that time be 
removed with a cost of only a few cents per promo- 
tion. A entirely new effect can then be installed for 
a new or similar job. It is with this type of decora- 
tion that we will be concerned with for the time being. 


Such effects as we have in mind not as yet been 
too extensively tried out by the crepe decorators. 
These men being familiar with vastly more involved 
styles, will be inclined to think that these effects are 
far too plain and simple. However, as modern effects 
in decoration are noted for their simplicity it is ac- 
tually going to be possible to do a better job with 
less labor and time loss than has heretofore been the 
case. The crepe paper is easily obtainable in a large 
variety of very pleasing colors. It can also be ob- 
tained with decorated effects and there are already 
many new numbers on the market that tie up with the 
modern effects. 


The stage is all set for just such a treatment of 
this problem because paper, as never before, has be- 
come a very fashionable nroduct. There was a time 
when crepe paper was almost a complete substitute 
for fabric. That day is definitely passed and the 
decorator who still uses the crepe in the manner of 
a fabric is indeed on the edge of being rather old 
fashioned. Paper is a smart product unto itself and 
if well used can achieve brilliant results. 


The two sketches of windows that accompanv this 
article are meant for use in the type store mentioned 
ahove. 

Window No. 1 is such as m‘ght be used in a drug 
store, gift shop, or specialty shop. It is primarily 
designed for small merchandise and it would have a 
“detail appeal.” That is, the entire window would 
catch the eye of the passerby and cause him to stop 
but when stopped the detail and not the ensemble 
would occupy the attention. 


In designing this window it was taken for granted 
that the floor is about thirty inches above the side- 
walk. This will bring the highest plateau to a point 
slightly below the eye level. The eye level in a win- 
dow is a most strategic point, particularly in a display 
of this type, and every effort should be made to capi- 
talize on it. The vase of flowers on the highest plateau 
is not a definite part of the merchandise display and 
it can therefore be treated as decoration. 

A general color scheme for this window might be 
worked out, having the walls, background and floor 
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Window No. 2 


of a pale primrose yellow. There is a very wide black 
stripe on a portion of the rear wall and all of the left 
wall. On this there are four narrow bands of silver. 
These may either be wide tubes or merely flat pieces 
of crepe. The panel in back of the base is of a slightly 
darker yellow than the background. It is bordered 
with two tubes of silver and there are also silver 
tubes at the corners and along the edges of the floor. 
The narrow panel, to the right of the one that backs 
the vase, is open to any number of treatments and is 
meant to be a definite tie-up with the merchandise. If 
most of the merchandise is blue, then this panel might 
be worked out as a progression of several shades of 
blue with the darkest color at the bottom. This idea 
could, of course, be treated in any number of color 
progressions. On the other hand if the window were 
filled, say, with leather goods, then the panel might 
be a piece of the leather. Of course, in this respect, 
it might be of any number of fabrics or leathers, de- 
pending on the merchandise. If the merchandise is 
general I would suggest that a color progression still 
be used but that the color be either seasonal or of a 
holiday nature. At any rate, this sort of treatment 
allows any number of possibilities and the effects 
achieved are particularly clever. 

The flowers would always be kept within the 
bounds of the color scheme. Of course it might even 
be possible for these to be merchandise and if they 
are, so much the better. This is a particularly good 
window to use for Christmas. In this case a new 
color scheme is necessary. Have the background, 
walls, and floor, white. The wide stripe on the back- 
ground, left wall and in the right-hand corner would 
be red. All tubing would be silver and so would the 
panel in the rear of the vase. In this case the vase 
would be removed and a small brilliant Christmas tree 
used in its place. The panel of colors in progression 
would be in green. In both of these windows the 
plateaus should be black. 

Window No. 2 is intended for a larger type of 
merchandise. It would be ideal for the display of 
dry goods of the smaller type, hats, gloves or small 
wears. It would also be fine for a large drape of 
fabric if the stand were placed on the low block and 
(Continued on page 32) 
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With New York 
Displaymen 


By COLEMAN McCAMPBELL 


RESTIGE of the national advertised and trade- 
marked merchandise is being capitalized by de- 
partment and chain stores, particularly in their 
windows. Perhaps this is due to the depression 

and the price-cutting war. Assuredly, educational displays 
which sell the idea of reliable quality in trade-marked 
products should hit home with the thousands of customers 
who have been stung recently with shoddy substitutes at 
second and third rate stores. An unusually large number 
of Gotham displays for October were educational, many 
taking the spectator behind the scenes in the factory produc- 
tion. The most colorful tableaus, as might be expected, 
dramatized the opening of the opera. 


Lord & Taylor. 
At the opera. Not realistic glimpses of a box-party. 
Rather, a brilliantly stylized treatment of entre act scenes. 






—At Arnold Constable’s, 
New Yorkers viewed one 
opera window. Rectangular 
panel insert, modernistic 
version of two opera listen- 
ers, black and white. A 
narrow red violet drape 
hung in straight folds at 
the left of the panel. A 
mannikin in a white eve- 
ning gown trimmed in red 
stood on a black dias at the 
base of the panel. Four 
other mannikins, two 
grouped on each side of the 
center panel, wore either 
red, white or black gowns— 
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Large round columns and sweeping curtains, painted a vivid 
crimson, contrasted with chalk white center panel and walls. 
Mannikins (front, rear, edgewise views) positioned against 
this to exhibit their lovely gowns and wraps. Placards inti- 
mated that Lord & Taylor would be well represented on this 
auspicious occasion. Both windows and newspaper adver- 
tising for October have featured the slogan, “It is a Lord 
& Taylor Year.” Excellent results are reported. 

Stern’s. 

Three opera windows. Unique arrangement of the words, 
“Opera Opening,” in yellow cut-outs. The word “Opera” 
appearing above a black bar to the left and the word “Open- 
ing” below to the right. The entire unit placed horizontally, 
several feet from the floor. The window creating most atten- 
tion contained three mannikins wearing the original costumes 
to be worn by Rosa Ponselle in her role as Violetta in “La 
Traviatta.” 


Macy’s. 

Opera windows. One showing green gowns. A second, 
black and white gowns. A third, wine tones. Each with 
panel insert in corresponding hue. Caption on cards headed, 
“The Nights Will Be Filled With Music.” Also small edi- 
torial card urging everyone to be gay this season—“The Nut 
Tree” window. “Macy’s Cotton Tots Appropriately Dressed 
for Autumn Days.” <A governess with a flock of children 
gathering nuts. Window featuring items from all six shops 
on the fourth floor. These were impaled on a tilted board. 



















—Lord & Taylor’s opera 
displays presented not real- 
istic glimpses of a _ box- 
party, rather, brilliantly 
stylized treatments of entre 
act scenes. Large round 
columns and sweeping cur- 
tains, painted a vivid crim- 
son, contrasted with the 
chalk white center panel 
and walls. Mannikins posi- 
tioned against this back- 
ground exhibited lovely 
wraps and gowns. Placards 
intimated that Lord & Tay- 
lor would be well repre- 
sented on this auspicious 
occasion— 
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“Macy’s New Fourth Floor Is Open in All Its Glory for 
Children—from less than nothing to sixteen years we are 
well equipped to take care of you, whether you are in the 
market for your first long pants or whether you're just on 
the verge of being born.” A number of Macy’s Thirty-fourth 
Street displays are subsequently used inside the store as 
semi-permanent displays. 


Arnold Constable’s. 

A single opera window. Rectangular panel insert, mod- 
ernistic version of two opera listeners, black and white. A 
narrow red velvet drape, hung in straight folds at the left 
of panel. Mannikin in white evening gown trimmed in red 
standing on black dias. Four others, two grouped on each 
side, wearing either white, red or black gowns. An effective 
window, adroitly posed. 


Franklin Simon’s. 

A series of six stunning windows. Three of them exe- 
cuted by Vazah, Inc., of which Cora Scovill of patch-poster 
fame is president. One has a mammoth red and white 
checked square hat-box, inner illumination revealing black 
silhouette of Paris. A background screen covered with al- 
ternate panels of solid blue and white, a thick silk fur 
material being used. Superimposed on this is an arc legend 
reading, “There’s more than just a hat .in our hat box.” 
Another placard tells about quality, style, etc. It is placed 
on top of the hat box. Two half-size mannikins, one on each 
side of hat box, are wearing cloth of gold dresses and holding 
in each hand a red hat. A second window. Large panel of 
black overlaid with gold paper grille work, representing 
the entrance of the new Waldorf-Astoria. Cut-outs of 
limousine at the curb. Also cut-outs of doorman and persons 
entering. Label, “Presenting Bramley Suits.” A third win- 
dow. Stylized replica of French boudoir dressing table 
(minus legs), framed between two large round columns, the 
entire unit covered with pleated cream silk. On black glass 
tops were “Museum Pieces from Vienna.” Dainty enameled 
compacts, etc. Previous windows devoted to opera were also 
striking. One had a panel insert sketch of two girls in a box, 
one standing with a fan, the other seated with hand on her 
hip. Three mannikins in black and a white ermine coat on 
a stand. Caption, “Romantic Black Velvet for the Opera 
Opening.” 


Russek’s. 

Panel stand covered with enlarged sections of opera pro- 
gram. Superimposed on this the word “Opera” in’ big wood 
letters of red. Silver walls. Four mannikins. 


Gimbel’s. 

Mechanical reproduction of the factory of the Knight 
Corp. Royal Mills. Panels slip upward revealing scenes in 
the factory, one by one, the scenes being represented by static 
models of machinery and laborers, while immediately above 
each appears a colored lantern slide giving more concrete 
glimpses. The factory model was set up on a platform which 
was hid by bolts of cotton yard goods standing upright to 
form a border. It drew a constant crowd. In two adjoining 
windows, Cannon Towels were prominently displayed with 
factory photographs, etc. Other educational displays were 
devoted to General Motors radio sets and the history of avia- 
tion, the latter even including aerial postage stamps. 


Best’s. 

A light red background. The caption, “Life Is Just a Bowl 
of Cherries,” borrowed from a current musical hit. Several 
bars of music. Many mannikins in cherry and wine cos- 
tumes. Another window with the headline, “Out of the 
kitchen into the fashion picture . , . Aluminum.” Referring 
to jewelry. 


Sak’s Fifth Avenue. 

Four windows, each with a huge square panel of black 
lacquer, framed in silver border, tilted to fill the window. 
Impaled on the panels were jackets, sweaters, etc., clustered 
(Continued on page 49) 


DISPLAY: WORLD 















Very Newest Styles 





IMPORTED 
Children’s 


and Ladies’ 
Mannequins 


At 
Remarkably 


Low Prices 
wv 


Complete 
Line of 
Metal 
and Wood 
Fixtures 


Star Display Fixture Co. 
Manufacturers & Importers 
334 Broome Street New York City 




















If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have found 
it offers a complete review of modern, up-to-date 
window and store display methods and experi- 
ences. You can’t get the full benefit from The 
DISPLAY WORLD unless you get it regularly, 
and the cost is only $3.00 per year. Use this order 
blank TODAY. 


THE DISPLAY PUBLISHING CoO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $3.00 for a year’s subscription te 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 
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We Have A Lot To 


Be Thankful 
For 


By “BILLY BILL” 


HECHT BROS., 
NEW YORK CITY 


WOULDN'T feel just right in opening this month’s 
column if I did not say a word anent Thanks- 
giving. On this one day, set aside by our Pilgrim 
Fathers to give thanks to God for his goodness 

in supplying the necessary things for existence, those of us 
on whom fortune has smiled and kept in a “job” should be 
exceedingly thankful . . . even though it has been exceed- 
ingly “tough going.” What I want to bring forth is the 
thought that maybe in your town or city a fellow displayman 
is “way down in the mouth.” Maybe some displayman is 
“up against it,” as the saying goes, and Thanksgiving, to him, 
is just “another day.” 

Why not (you fellows who have a job) just kind of look 
this fellow up and for this one day at least make him thank- 
ful that the display profession thinks of its fellow craftsmen 
and the hand of goodfellowship is always extended. You'll 
get a real “kick” out of seeing him “fill-in,” be it turkey or 
just plain pig’s knuckles: You'll go back to the old “job” 
Friday morning wondering why the sky seems bluer, why the 
sun seems brighter- and everyone you meet seems cheerier 
and why that “thing” you have been trying to “dope” out for 
a week just slides off your pencil. It’s just the comeback 
of a Thanksgiying Day well observed. 


@—__ 

A. W. Malet, display manager, Luckey-Platt & Co., 
Poughkeepsie, N. Y., “hashed” over the Fifth Avenue windows 
a few days last month. Though I didn’t get to see him, they 
tell me the “old boy” is stepping around livelier than ever 
and that everything is “jake” up “Po-keepsie” way. 


“Bob” Ginden has taken over the windows of the Klein- 
han’s store in Jersey City, N. J., and while “Bob” has a real 
“he-man’s” job on his hands, I look for him to put it over, 
as “Bob” has a way of doing things. 


The other day, while over at Jamaica, L. I., I motored 
over to the Franklin Shop at Hempstead, L. I., where Frank 
Campbell is chief of the windows. I didn’t find Frank in, 
but I was well repaid for my visit, for Frank had some 
windows, that I didn’t think was in his system. Personally, 
I feel his “battle-axe” (who, by the way, was stylist for his 
store) has lots and lots to do with it. She knows all the 
“what's thises’” about windows and she has Frank thinking 
pretty much her way. 


Wm. G. Shiell, for many years display manager, D. M. 
Read Co., Bridgeport, Conn., has handed in his resignation, 
and from what I hear, is showing Lothar F. Dittmar, formerly 
of Ernest Kern & Son, Detroit, Mich., around the store and 
introducing him as the new display manager. 





“Bob” Uhler, display manager,-The Muir Co., South 


Orange, N. J., managed to break away for a day to give the 
New York display a going-over. “Bob” didn’t think the 
windows so “hot” and incidently I might say that he was 
about right, aside from “Woolard” at Arnold-Constable, and 
possibly “Uhle” at Franklin-Simon there isn’t much to see. 
Old Man Cut-Down “Window Expense” is showing his “stuff” 
a plenty. 
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Walter Ford, display manager, The Hub, Baltimore, Md., 
and John Bonnett of Hecht Bros., Baltimore, Md., managed 
to squeeze through an expense voucher for a trip to New 
York the first part of October—(I wish you “fellers” would 
tip me on the “oil” you used, as I can’t seem to get car fare 
to Forty-second Street). 


Mr. Bevan, one of the old-timers and incidently one of the 
boys who really knows what it’s all about, has taken over the 
windows of Rice’s, down in Norfolk, Va. We’re all with you 
“Be” and wish you all the luck in the world. 


qo ——_- 

O. D. Grimes, display manager for Palais Royal, Wash- 
ington, D. C., was in New York the first week in October, 
giving the local displays the “so-and-so” and spending a few 
“kopekes” for the coming Christmas season. “Ollie” gets 
younger looking all the time, and personally I think “Mabel’ 
has lots and lots to do with it, although this fellow “Ray 
Kuntz” is “nobody’s business,” either. 


That fellow “Mac Murray,” display manager for Lans- 
burgh & Bros., Washington, D. C., has gone “matrimony,” 
too. Mac, along with the girl friend, “hied” himself off to 
a “hitching post” last month and got “hitched” for life. These 
“winder fellers” will never learn. Oh well, congratulations, 
old man, and loads and loads of real happiness. 





DEAN FRANKENTHAL IS SAYING 
IT WITH GLASS 

Herman Frankenthal’s firm, B. Altman & Co., New York 
City, have gone through considerable difficulty in first acquir- 
ing a broken display window pane and next in essaying to 
secure a new one. A $4,000 investment was twice shattered. 
“Tt never rains but that it pours.” 

A small stone laying in East Thirty-fourth Street caught 
in an automobile tire and was flung against the window in 
question. The force drove the stone against the pane and 
cracked the huge window through the center. Telephone 
calls were made to all parts of the United States and tele- 
grams and cables were sent to all parts of the world trying 
to locate another pane. 

A plate glass large enough to fit was located in the store- 
rooms of the Union Commercial des Glaceries in Belgium. 
It was purchased and finally arrived in New York at Pier 60, 
North River. But, as this new pane was being unloaded 
from the aft hole of the liner Belgenland; as eighteen men, 
specialists in handling glass, watched it travel high above 
the pier as it was being lowered to the special carrier that 
was to transport it through the city streets, a chain slipped, 
the glass fell and was shattered. 


NEW CATALOGUE ON 1931 STORE AND 
COUNTER DISPLAY CARDS xi 

Erker Bros. Optical Co., 610 Olive Street, St. Louis, Mo., 
have announced the publication of a new catalogue which 
illustrates a complete new line of 1931 store and counter 
display cards. The cards have been highly approved and 
accepted by the prominent displaymen of the country. 

The cards are printed in opaque water color, with the 
result that either a white or any pastel colored stock may be 
used without interferring with the brilliancy of the color. 
Then, too, the printing matches well with the opaque show 
card color which is applied later with a brush by the show 
card writer. The stock on which the designs are printed is 
the National six-ply coated blanks, coated on both sides. 
All materials used are of the best quality, yet the prices, 
which are listed in the catalog, are comparatively low. If 
you are interested in securing a catalog, write to Erker Bros. 








IT IS M. & F. 
AGAIN 

In the August issue of DISPLAY WORLD the M. & F. 
editorial asked if there were any more M. & F.’s. We have 
just been informed that Montgomery Ward & Co., Chicago, 
have one. Yes, how about M. F. (Long) ? 
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MAUDE ADAMS INVENTS A LIGHTING BULB 
MORE POWERFUL THAN SPOTLIGHTS 


Maude Adams, the 58-year-o!d actress, whose interest in 
photography and lighting has long been known, is said to 
have invented a bulb thirty times more powerful than the 
spotlight in average use in the theatre. In addition to its 
strength, the chief advantage of the new bulb is reported to 
be that it will permit changes of color without the customary 
le use of gelatin slides. An operator, seated at a control board, 
le will regulate all qualities of light from that of morning to Sal 
yu midnight. Because of the intense heat generated by the blub, <aaeitintaiiionéil 

which will have a power of 30,000 watts, an air-cooling device 
will be attached to it. Miss adams has applied for a patent 
" on her invention of the control apparatus, which is being 
manufactured by Century Lighting Equipment, Inc. The 
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. bulbs have been especially constructed by the General Elec- 

a tric Company. 
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Ly “FRANKL” USES METALLIC LACQUER apne 








ARTIFICIAL FLOWER COMPANY 
280.829 Vine oven & cueaco, a3 





ON NEW REED SUITE 
Ficks Reed Co. has announced the formal opening of its 


os spacious new show rooms, 335 East Forty-fifth Street, Sep- 
” tember 22, with a party for the trade, to which have been 


? invited decorators, buyers and the press. Formerly located 


at 196 Lexington Avenue, the large reed and metal furniture 
, house has moved to more centralized quarters on East Forty- 
‘ass fifth Street. The New York factory and show rooms are a a 


branch of the main plant at Cincinnati, Ohio. 





The first successful use of metallic lacquer on rattan and Did you get your copy? In all our 38 

— sure ina seantoneesy designed ys Paul T. — years of Service to the Retail Merchant and 

i wi be one of the outstanding teatures at the opening. Louis Displayman this New Christmas Book is 

P. Ficks, manager of the New York branch, has arranged an th 2  ielialeal Sie ‘ eee 

ig interesting set-up of five new suites of reed furniture for the stile a oa SS eee Sree Pe 
ta) 


a aOR PE hay will a ey ha? po sano Schack’s New Christmas Book of Decora- 
net Ce eee, eae eee ers Ee eles tives for Store Interior and Window Dis- 


terest at the opening will be a short talk by Paul T. Frankl, 




















cht prominent decorator and designer, who has designed several plays fairly sparkles with Newness and 
~ suites of furniture for the Ficks Reed Co. Originality and will prove the statement 
nd eS “the talent to originate and the skill to 
) ” 
“a ART PROCESS DISPLAYS produce. 
ng SRLARORS 156 STAFF. Schack’s New Christmas Book is printed in 
Ben Robbins, president, Art Process Displays, Inc., 437 four color process printing and consists of 
re- Eleventh Avenue, New York, announces the addition to his 24 pages of Christmas decorative sugges- 
1m. executive staff of Murray Singer, manager of the exhibits ti er todie_it’s 
60, department, and Raphael C. Brewster, sales manager. Mr. taka genie Matic ose Sine gaa TS 2 TEC 
led Singer is well known to buyers of exhibits for his creative for the asking. 
en, talents and has to his credit a large number of highly im- 
yve pressive show booths and exhibits. His splendid exhibit work 
hat at the Centennial in Philadelphia will be particularly remem- FL EX os O ~ PA K 
ed, bered for its originality and effectiveness. Mr. Brewster is : z 
also favorably known in both the disp!ay and exhibit fields For Window and Store Decoration 
and should be of great service to art process clients in help- Flex-O-Pak has a deeply corrugated surface 
inging them solve their display and exhibit problems. and ccmes in rolls 39 inches wide by 10 yards 
These moves are in line with the successful expansion long in Christmas Red or Green. Especially 
Lo. program that Art Process Displays, Inc., inaugurated last adapted for making all kinds of panels, puss 
ich ; aie : : : ‘ covering, full backgrounds or _ illuminated 
, year in their silk screen paint process depariment, in their shades. So'd in full rolls only 
— Hi-Spot displays department and in their exhibits depart- + aes ; , 
in 
— Ps Price Per Roll $3 50 State Color 
ee BROADHEAD JOINS PALMENBERG TN ; * 
be STAFF SEND FOR SAMPLES 
oa C. E. Smiley, manager ol the Chicago sa‘esroom of J. R 
"i $e ’ s . . ° . ’ 
“td Palmenberg’s Sons, Inc., announces that Ray V. Broadhead Write For Our New Christmas Book Today--It's Free 
1 is has joined Palmenberg’s staff and will cover the states of 


des. Wisconsin, Illinois, Iowa and Indiana. S c id A C K 


ces, Mr. Broadhead is well known among the display fra- 
If ternity, having been engaged in the selling of display equip- 

Kas. ment for a number of years. With this new connection and ARTI FICIAL FLOWER Co 
facilities for supplying practically all the needs of the dis- : 
playman from one source, Mr. Broadhead expects to retain Main Office. Loop Salesroom: 
the confidence ad business of all his old friends as well as ed gs CHICAGO wa mate 

a add many new fr’ends to the Palmenberg lines. : s 

ave Leslie E. Hie~. an old-timer with Palmenberg, will con- 


AZO, tinue to serve his friends and customers as he has in the 
past, in the states of Nebraska, Ohio, Kentucky and Minnesota. 
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A Chicago Window 


Shopper 


By “DUTCH” 


MEMPHIS, TENN. 
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A New Trend In Crepe 

Paper Displays 

(Continued from page 27) 

the fabric were draped toward the front right corner of the 
window. 

For general use the background, walls and floors might 
be of a light French blue color, and the verticle panel, just 
off center, should be of a slightly darker blue. All of the 
tubes should be of silver; the sign in several shades of blue; 
the shelves and display block should be black. This in it- 
self may sound quite plain but with the merchandise in the 
window the effect will be quite the opposite. 

If this window is to be used for Christmas the entire floor, 
walls and background might be of a very pale green, the ver- 


tical panel of silver and the tubes red. Have the sign framed 
with a wreath of silver holly and have the shelves and display 
block painted silver. 

Not being able to tie up either of these designs with any 
definite merchandise made it impossible to have the merchan- 
dise included in the sketch. This, of course, should always 
be the case in a general plan. However, arrange the mer- 
chandise in lines and patterns parallel to the window glass. 

In window No. 1 the tallest merchandise should be on the 
lowest stand with items of medium height near the flowers. 
In window No. 2 the tallest items would be on the block and 
to the front of the window and the general effect should be 
the line of display should be from the rear of the display 
one of lines of merchandise at right angles to the window 
glass. On the shelves the merchandise should be arranged 
in rows parallel to the glass 
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NEW MECHANICAL DISPLAY 
CREATIONS 

A series of animated clowns have recently been placed 
on the market by the General Display Works, 145 West 
Twenty-fourth Street, 
New York, N. Y.,, 
manufacturers of me- 
chanical displays. The 
clowns are executed 
in full round and 
dressed in brightly 
colored clown suits, 
turning on_ trapeze, 
balancing block, on 
head, rocking a baby, 
etc. The clowns can 
be used single or in 
groups, and are won- 
derful attraction-get- 
ters for the toy win- 
dow or toy depart- 
ment. The height of 
these displays is about 
45 inches. A list of the 
foregoing mechanical 
clowns, and_ other 
Christmas dis- 
plays may be obtained 
by writing General 
Display Works, Inc., 
145 West Twenty- 
fourth Street, New 
York, N. ¥. 


Fred W. Haida, 
president of the com- 
pany, is at present 
working on the de- 
sign of a mechanical 

















—Just one of General 
Display Work’s many 
Christmas toy displays— be used for the Wash- 
ington Bicentennial window. He expects to have this display 
ready to be placed on the market in January, at which time 
more information will be available. 





“DESIGN IN INDUSTRY” 
BEGINS VOLUME TWO 
Announcement is made of the undertaking of a second year 
of “Design in Industry” the monthly bulletin annotating the 
current literature on industrial design which is sponsored 
jointly by the Newark Public Library and the Newark 
Museum. With the appearance of its current issue, “Design 
in Industry” completes its first volume of twelve issues. 
Because of the increased demand for it and in order to 
cover partially the expense involved in publication, a yearly 
subscription of one dollar will replace the present mailing 
charge of twenty-five cents. To residents of Newark, the 
publication will continue to be sent free of charge. 
Undertaken a year ago as an experiment, “Design in 
Industry” quickly won a cordial reception and proved its 
usefulness to workers in the field of applied arts. Requests 
to be placed upon the mailing list have come from all parts of 
the country and from Europe, and with them have come cor- 
respondence attesting to the concentrated use to which the 
bulletin has been placed: There is no existing agency which 
covers the field indexed by “Design in Industry” with such 
completeness, as it annotates about sixty articles each month. 
As evidence of the scope of “Design in Industry” is noted 
the fact that during its first year 849 items were annotated, 
covering the fields of architecture, ceramics, fashions, in- 
terior decorations, furniture, merchandising, packaging, print- 
ing and advertising, photography, textiles and kindred sub- 
jects. Of these, 765 annotations were drawn from periodicals ; 
84 trom books and pamphlets, and of the entire number 174 
were French, German and Italian publications. For the an- 
notations the contents of 186 different periodicals were drawn 
upon. 
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Jewel Window Display Specialties 
Used by Wide Awake Display Men 


A ae E a ee OUR NEW CATAI.OG 
f "ats fs ae se, IS READY. It illus- 
i § + trates our newest style 
Jewel Mayer window dis- 
; play equipment. Complete 
j modernistic Electric Turn- 
tables in Chrome. New 
Hat Display Machine. 
Jewel Travel Word Sign. 





WINDOW ADVERTISiNs 


No. 905 Travel Word Sign 





rae =f fixture 36 inches 
= high. 








\ i No. 861 Hat Dis- 
: play Machine is 
| in big demand by 


No. 905 Travel Word Sign has room for 20-word *~ apg 
hat merchants. 
1 The three spin- 


message. It is brilliantly lighted and can be 
changed quickly by merchant. No. 892 Mod- 
ernistic Combination Fixture Turntable is fin- 
ished in Chrome and is the newest item in ; 
turntables. A beautiful revolving Chrome Fix- 
ture that attracts the trade. Platform 24 inches 
in diameter and ep 
‘ 
dles revolve slow- 
ly half turn then Seem 
reverse. Just the 
fixture to sell Wo, 892 Turntable 
either women’s or 
men’s hats. Finished in Chrome and 
very compact. 





@ 
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We also have a very large line of Jewel 

Electric Display Fountains in Modernis- 

tic Style in Chrome. Makes a beautiful 

_ attractive display for show window. We 

fi ee =} |6want sehatte. exclusive distributors in 
every cit rite us 

No. 861 Hat Machine and oeles sheet. See ee 


JEWEL ELECTRIC & MFG. CO. 


4505 RAVENSWOOD AVE. CHICAGO, ILL. 








ey mI ae RI 
Nat-Mat Showcard Board 


For Fall displays; Silver, Gold, and six 
beautiful colors of Wood Design. Samples 
are free. 











Local Dealers in all principal cities of the 
States and Canada featuring quick de- 
liveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS 
4318-36 Carroll Ave., Chicago, Il. 


Wake Up Your Windows! 
Universal Turntables 


STIMULATE INTEREST—INCREASE SALES 


Always the best. Electricity cost less than 50-watt light. Fully 
warranted, fool proof and reliable. Rent on trial; purchase optional, 
if desired. Cash discount. 


ELECTRIC WINDOW SALESMAN Co., 
46 Cornhill BOSTON, MASS. 


























LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 
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OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
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4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 

The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
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tion therewith. Publishers reserve the right to edit all manuscripts. 

Subscription Price, $3.00 Per Year 
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ARE DISPLAY STYLES 
CHANGING? 

In the September, 1931, issue of “Display’—the 
English “Official Organ National Display Associa- 
tion”’—Richard Harman, editor, in presenting and 
commenting on “Display’s” annual international pic- 
torial revue, made certain statements which are as 
true of American displays as of British. It is only 
fitting that every DISPLAY WORLD reader should 
ponder and apply the wisdom of Mr. Harman’s plea 
for better displays. American displaymen, while 
justly proud of their display achievements, should not 
be so blind that outside influences fail to make im- 
pressions. The “Old World” has merchandised dis- 
plays for centuries, but America still lacks the finesse 
sO paramount in continental display exploitation. Like 
youngsters we are attempting to blaze a new trail, 
refusing to acknowledge that new trails to our objec- 
tive have already been made and are open to travel. 


WE WANT TO LEAD 
THE WAY 

We want to lead the way, but are we qualified? 
Are we qualified to develop a new form of merchandise 
presentation? Are we capable of improving outside 
influences? These three questions can be answered 
with one answer .. . not until we admit that a new 
form of merchandise exploitation has been developed 
abroad which is making radical changes in display 
methods. When we acknowledge and recognize this 
new development we will begin to study it; and, again, 
our youth will simplify and make its methods prac- 
tical. The first requisite in acknowledging this new 
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development is to read Mr. Harman’s resume . . . the 
first acknowledgement should come from abroad. 


AN INTERNATIONAL 
REVUE 

“It is hardly necessary to say that the position of 
display and the work which is being done in other 
countries is of vital concern to every user of display. 
In these days, developments come very quickly, new 
ideas thrust themselves upon us one after the other, 
and the majority of them come from abroad. The 
wide-awake displayman, therefore, knows that to keep 
himself up-to-date he must keep au fait with what is 
going on, not only outside his own environment, but 
outside his own country. 


YOU CAN’T TEACH ME 
ANYTHING 

“Some of us may remember the time when a cer- 
tain type of individual was fond of saying: ‘You can’t 
teach me anything.’ That time has now passed by, 
and the individual has probably passed out. We 
realize with even greater force today that no educa- 
tion can ever be complete, and the more learned a 
man becomes, the greater he realizes his limitations. 


DISPLAY IS 
CHANGING 

“Display is constantly changing; it must of neces- 
sity do so, otherwise it would fast lose its interest. 
The whole world is watching for the next innovation. 
Display is becoming more and more international and 
every country must acknowledge the influence of other 
countries. 


THAT OUTSIDE 
INFLUENCE 

“As an instance of outside influence, it will be 
remembered that when the modern continental style 
of display was first introduced into this country a very 
large majority vehemently maintained that it was 
madness to acknowledge this method of display. They 
averred it was a passing fancy—indeed, it was not 
even practical—merely capricious. After some years 
we can see how complete has been the conquest of the 
foreign idea. Obviously, the displayman must look 
over a very wide area if he wishes to keep his 
knowledge and his ideas anything approaching up- 
to-date.” 











SOMEBODY IS 


THINKING 

“T was interested in your mentioning my getting 
the “Continental Idea” into the sketches enclosed with 
the last article I submitted. I think we will see more 
and more of this idea during the next few years... . 
considering the great developments that are taking 
place in Germany and France. Out of it I hope we wil! 
develop an American style. So far we have lacked a 
movement to develop this style and give it publicity, 
but I am hoping that the projected “Century of Prog- 
ress Fair” in Chicago will give the American designers 
a chance to show the world what they have been doing.” 
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THE OPPORTUNITY FOR “POINT 
OF PURCHASE” SALES 
“DISPLAY WORLD’S letter of October 20, pre- 
sents an interesting situation, one in which, of course, 
we are interested in more ways than one, in view of the 
fact that we are producers of offset plates as well as 
manufacturers of silk-screen, oil-paint process displays. 
We have always said that there was plenty of room 
for both industries, but, of course, your contention is 
entirely sound that unless the lithographic field is kept 
‘up to the minute’ other forms of counter and window 
displays and store trims will leave them in their wake. 
“Please permit us to congratulate you on your force- 
ful presentation of this matter, and we certainly hope 
all the display producers, by every process, will realize 
the genuine opportunity which is presented at this time 
for aiding people to create point of purchase sales.” 





OF NATIONAL DISPLAY 
IMPORTANCE 

“DISPLAY WORLD has taken hold of a job that 
is going to show results. The man who is holding the 
advertising purse strings is going to be more careful 
with his advertising dollars than ever before. Every 
dollar must tell. Direct results must accrue. General 
publicity is too vague. Millions for appropriations are 
being cut to hundred thousands. The agency must 
analyze as never before what brings the greatest results 
for the least dollars, and when this is done display ad- 
vertising will be the loudest spoken agent of the many 
mediums. 

“As DISPLAY WORLD said in the August issue, 
the lithographer who is still the biggest producer of 
displays must wake to the idea. The silk screen pro- 
ducer is running them close and becoming a factor of 
mean importance. They are using more originality 
on a whole than their older brother. Their displays 
have more “punch” because of their stronger, bolder 
treatment. Being less expensive to produce is creating 
many new users who only require small quantities.” 





AN ORIENTAL RUG FABLE 

Once upon a time a store owner said, “Oriental 
rugs can never grow old. We keep a big stock of 
them. Some of our oriental rugs have been here for 
years. But why should we reduce them to clean them 
out? Oriental rugs are like diamonds—they aren’t 
like dresses—age doesn’t hurt them. The more we 
have on hand, the better our selling chances. A time- 
limit on oriental rugs? Don’t be silly.” 

And so it came to pass that the value of this and 
that kind of kronen went phifft. And also phooff. 
And even whoff. And the market price of oriental 
rugs went plop, plop, plop. And the rug man who had 
the big stock of orientals went boo-hoo-hoo and wept 
big tears of red ink all over his ledgers. 

As the mother said to her son who followed her 
advice and became the best merchant in all Afghan- 
istan: “Don’t let ’em kid you—the longer you keep 
anything in a store, the less it’s worth. 

And as Uncle Rufus said to Aunt Nelly that time 
at the husking bee: “Remember there a lot of boys 
in the antique business who can’t pay their rent.” 
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No. I--8. C. D. Cathedral 


Has been pronounced the most practical and attractive 


fixture ever produced. 


Chrome plated, as shown 


$7.00 Each 
The Great Central Novelty Co. 


228-240 Main Street 


Cincinnati, Ohio 














You, too— 


ean reduce your 


eosts on 


Display Fixtures 


Hundreds of the country’s leading merchants 
are cutting their costs on display fixtures— 
and getting better fixtures and better service 
in the bargain. You can do it, too! Write 
for our new catalog, showing a complete line 
of modern display fixtures, with prices that 


will surprise you—and save you money. 


STANDARD FIxtTuRE Co. 


DALLAS, TEXAS 














@® THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


Why pay more than 
for a projector? Why $25.00 
buy a projector that does not 
use standard lamps? 


Why be satisfied with a lens 
that covers less than a 7x7 
picture? Why have a projector 
that cannot throw every picture, 
facing right or facing left, for 
instance, in scrolls or dupli- 
cating panels? 


The Brischograph is the only pro- 
jector that uses these advantages, 
so send for our booklet showing 
77 users. 


The Brischograph Co. 


92 E. Lakeview Ave., Columbus, O. 








Will enlarge newspaper, maga- 
zine, photos or sketches of 
7x7 inches up to billboard 
size. Reproduces colored pic- 
tures in their colors. It’s easy 
to make life size posters, cut 
outs and background panels. 
Simply place picture, switch 
on lights, focus to size wanted 
and draw with pencil or brush. 
Find out what similar lanterns 
cost. The Brischograph sells 
for only $25.00 BECAUSE YOU 
BUY DIRECT FROM THE 
MAKER. 

Comes complete with switch cord 
and plug. 300 watts and Trans- 
bose Mirror with two pictures 
in position. 


Now in its fourth year. 














































—Material for this attrac- 
tive Christmas display 
would cost, at the most, not 
more than 50 cents. Such a 
display could be installed at 
a dealers for at least six or 
eight dollars. It is power- 
ful, attractive and inex- 
pensive— 


ROM a recent survey of window display in- 
stallation services, this fact has been dis- 
closed: “The average serviceman is neg- 
lecting the field of individual backgrounds 

and displays for the independent merchant.” He is 
passing up a lucrative field. In the larger cities there 
is usually a ‘studio which specializes solely in indi- 
vidual backgrounds, but in the average city there is 
no one to aid the merchant in making his individual 
trims. The merchant has to depend entirely on his 
own artistic and creative abilities and upon his own 
l:mited knowledge as to where to purchase the various 
decorative ma‘erials. 


—The background, display 
stands and garlands would 
cost the druggist about six- 
teen dollars; a serviceman 
about twelve dollars. A 
serviceman could charge 
about twenty dollars for 
such a display. This would 
net him eight dollars— 


Extra Money 
Serviceman 


There is a crying need for someone to cater to and 
help this independent merchant to select his display 
materials and to assist in the actual construction and 
installation. The local window display service can 
supply that need unusually well. He has years of 
experience in color harmony, perspective, and window 
balance. Invariably he has catalogs from numerous 
jobbers of decorative materials. These jobbers offer 
the display service special trade discounts that are 
not available to the merchant. These jobbers want 
hard to sell by printed description, and because it is 
the assistance of the local displayman because it is 
logical that the local displayman sell these materials. 


Is it not time that the local displayman take a 
hand in this field? He has the good will of the ma- 
jority of the merchants. He knows where to buy 
the decorative materials. Surely he can apply his 
artistic abilities, and actually assist the town’s trades- 
men. At the same time, the local serviceman can 
create a new field for himself. This field fills the gap 
in window display installation business, as the writer 
will presently illustrate. 


The Christmas period is the big merchandising 
season. The small retailer as well as the large depart- 
ment store looks forward to the Christmas season for 
a large part of his business. All of them dress up 
their. windows and interiors for the occasion, and all 
do this the first week of December. On the other 
hand, December is usually the slowest month in the 
window display installation field. A few of these 
special jobs, and in addition thereto, a few sales of 
decorative materials would certainly make December 
and a few other months busy for the average service- 
man. Needless to say, there are some servicemen 
who are taking advantage of this special business. 


As to getting this additional business, various 
methods may be used. Circulars or announcements 
to the effect of specializing in window backgrounds 
may be used. Solicitation by the displaymen may be 
used. Personal solicitation by the serviceman or by 
a special solicitor for this season of the year may be 
used. There is no established method or routine to 
get this business. But, now is the time to start. Solicit 
now, make arrangements during October and Novem- 
ber for the special window display jobs. 


This year, more than any other year, the small 
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By SOL FISHER 
FISHER DISPLAY SERVICE, INC., 
CHICAGO, ILL. 


retailer should promote business. His one or two 
windows should be used to the best advantage to pro- 
mote Christmas business. This year the Christmas 
gift will be one of necessity rather than luxury. The 
Christmas gift will be a standard commodity which 
the retailer may attractively display or suggest as a 
Christmas gift. 


In this field of individual backgrounds and special 
installations an unusual investment of capital is not 
necessary, nor is a special art department required. 
Decorative materials can be purchased today in any 
quantities and in such shape and construction that the 
ordinary serviceman can handle easily to make an 
attractive window display. The decorative materials 
on the market today are rather inexpensive, and spe- 
cial inducements and commissions are given to the 
window display service that a fair margin of profit 
can be made even on the selling of decorative 
materials. 


Some servicemen will argue that it is impossible 
to make a dealer pay for a special window trim when 
that same dealer has been receiving window trims 
free of charge. But this thought is not true. Show 
the dealer something for his money, something that 
he would have to pay for even if it was obtained from 
another source. Show the dealer an attractive mer- 
chandise display, and there is no question but that he 
will be interested. 


The local serviceman should act as a “clearing 
house” or jobber in the selling of decorative mate- 
rials. It is a forgone conclusion that all window dis- 
play installation services are in business today because 
they can do a better installation job at less expense to 
the national advertiser. The serviceman has cut out 
all traveling expenses for the national advertiser. The 
serviceman has taken over much of the detail of win- 
dow installations. The local serviceman with his 
knowledge and experience can certainly serve a similar 
purpose in the distribution of window decorative ma- 
terials. He can call on the merchants and sell mate- 
rials for less money than the few big jobbers of deco- 
rative materials who must now advertise extensively 
and must employ traveling salesmen which incurs 
unusually large traveling expenses. As mentioned 
before, these jobbers want to cut out all this heavy 
overhead and allow a fair discount for local repre- 
sentation the year around. 





—This attractive Christmas 
trim would cost the mer- 
chant about twenty dollars. 
The same materials if 
bought by a _ serviceman 
wou'd cost about fifteen 
dollars. A reasonable in- 
stallation charge would be 
around twenty dollars— 


There is no doubt that the local serviceman can 
do a better job if he applies himself than the specialty 
salesman that calls upon a few of the larger retailers 
once a year. He is better able to give sound advice 
on the use of decoratives. The special window display 
business will not go to the serviceman who merely sits 
at his desk and waits; it is necessary to contact and 
sell in order to secure this business. 

Attached to this article are several photographs 
of special Christmas displays on the market today. 
Each of these displays, including background, display 
materials and stands and a reasonable charge for 
installation will cost the retailer less than $20. 


—Materials for this attrac- 
tive window would cost a 
retailer about twenty-six 
dollars; a serviceman about 
twenty dollars. A service- 
man could reasonably ask 
thirty-five dollars for such 
a display; this would net 
him better than fifteen 
dollars— 
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Felt for Modern 
Displays and Its 
History 


(Editor’s Note: This is the fourth of a series of 
articles on felt. W. L. Stensgaard and Associates have 
furnished the material for the modern use of felt, while 
the Western Felt Works,. Chicago, have furnished the 
story and illustrations for the history of felt.) 


T would be futile to proffer the eventual scope of 
felt for modern decorative display. Modern 
methods of merchandising windows have caused 
many new forms of presentation to be created, 

and the practical application of felt as a medium has ren- 
dered it one of today’s most valuable decoratives. Felt 
forms messages bold enough to “stop” pedestrian traffic; 
messages forceful enough to impress, at a glance, automo- 
bile traffic. Such is the evolution of display. The display- 
man that is keeping abreast of the times is taking advantage 
of felt as a modern display medium. To such displaymen 
felt forms cut-outs of all descriptions—letters, merchandise 
designs, flower motifs, modern layout, human impressions, 
etc., and the sales resulting from windows in which felt is 
properly and attractively used but substantiates its favor and 
use in modern displays. 


Felt Among the 
Mongols. 

Marco Polo, the Venetian traveler of the thirteenth cen- 
tury, writes that “the houses of the Mongols are circular and 
are made of wands covered with felts. These are carried 
along with them whenever they go; for the wants are so 
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—Felt-covered ox-cart—Mongol— 


strongly bound together, and likewise so well combined, that 
the frame can be made very light. They also have wagons 
covered with black felt so skillfully that no rain can get in. 
These are drawn by oxen and camels, and the women and 
children travel in them.” 

In the same manner Plano Carpini, in 1246, describes the 
Mongol houses as “round and artificially made like tents, 
of rods and twigs interwoven, having a round hole in the 
middle of the roof for the admission of light and the passage 
of smoke, the whole being covered with felt, of which like- 
wise the doors are made.” 

Ibn Batuta, the eminent Arabic traveler of the fourteenth 
century, when he betook himself to Sarai, was conveyed in 
a four-wheeled wagon on which he says was placed a sort 
of pavilion of wands laced together with narrow throngs. It 
was very light, covered with felt and equipped with latticed 
windows, so that the traveler inside could look out without 
being seen; he could change his position at pleasure, sleeping 
or eating, reading or writing, during the journey. 

Some of the tents were collapsible, others were massive 
and stationary. On this point we are informed by Carpini 
as follows: “Some of the huts were speedily taken to pieces 
and put up again; this kind is packed on the beasts. Others 
cannot be taken to pieces, but are carried bodily on the 
wagons.” 

The Coronation 
Ceremony. 

White felt played a signifi- 
can role among the Mongols 
during the coronation cere- 
mony. The king was placed 
on a mat of white felt which 
was spread on the ground. In 
A. D. 1206 Temuchin was 
crowned emperor at an assem- 
bly of the princes of Mongolia 
when he assumed the title 
Genghiz Khan. On this occa- 
sion he was seated upon a rug 
of white felt and reminded 


—The two illustrations on the 
left show two felt posters that 
will be used by Hickok dealers. 
The size of the posters are 
32x64 inches; they are made 
entirely of felt which is 
mounted over a wooden frame. 
The color combinations are 
dark blue, light blue, red, 
white, black, green and silver. 
These felt panels offer the 
dealers a cooperative merchan- 
dising plan. W. L. Stensgaard 
& Associates designed and 
manufactured the panels— 
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—Felt-covered wagon drawn by oxen—Mongel— 


of the importance of the duties to which he was called. 
An orator who spoke in the name of the nation addressed 
the new lord thus “Direct thy eyes on the felt on which 
thou sitteth. If thou wilt well govern they kingdom thou 
wilt rule gloriously, and the whole world will submit to 
thy sway; but if thou wilt do the reverse, thou wilt be un- 
happy and be outcast and become so indigent that thou wilt 
not even have a piece of felt on which to sit.” 

This was not merely intended as a moral exhortation, 
but the ceremony was imbued with a deeper significance. 
Among the Mongols, even of the present time, white felt is 
a material endowed with a sacred character. Placing a 
person on a white felt rug means expressing to him good 
wishes for his welfare. For this reason a bride is seated on 
white felt during the marriage ceremony, or people at the 
point of starting on a long journey receive this honor. It is 
on record also that the felt rug which served for the in- 
auguration of Genghiz Khan, dignified by the fortune of the 
world conqueror, was long preserved by his successors as a 
palladium and sacred relic. 

Timur of Tamerlane (1336-1405), the formidable con- 
queror, is credited with the invention of a kind of felt hat 
for the use of his troops when he invaded Persia. These 
headgears guarded his soldiers more efficiently from the sun 
and rain than turbans, and distinguished them from their 
enemies. 


Felt Among Greeks 
and Romans. 

The earliest Greek allusion to felt (Greek pilos) occurs 
in Homer’s Iliad where it is said that Odysseus wore a hide 
helmet lined with felt. Felt was used by the Greeks for 
cuirasses and garments, especially rain cloaks; chiefly, how- 
ever, for tight-fitting caps of a conical shape to be pulled over 
one’s ears to ward off cold or rain. Such a cap was generally 
worn by artisans and sailors, and appears with it in artistic 
representations as their characteristic outfit. Hephaestus and 
Daedalus wear it as craftsmen; Charon and Odysseus, as 
seafarers. Brimmed hats also were made of felt. It is a 
curious coincidence that the Greek fishermen were equipped 
with a felt cap as their fellow-workers in China still are. In 
the description of a fisherman’s apparatus Philippus mentions 
“the felt cap encompassing his head and protecting it from 
wet.” 


Armor of Arrow- 
Proof Felt. 

Boots and socks were.likewise made of felt, and there is 
an instance on record that it was used in lieu of armor by 
Caesar’s soldiers when they were assailed by Pompey’s 
archers and in need of arrow-proof jerkins. Thucydides 
refers to a similar expedient to protect the body from arrows. 
Even in besieging and defending cities felt was used, together 
with hides and sackcloth, to cover the wooden towers and 
military engines. 


The First “Liberty 
Cap.” 

The Romans received the use of felt together with its 
name from the Greeks (Latin pileus, pilleus, pileum or pil- 
(Continued on page 49) 
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FELT 


GOES 
MODERN 


and scores a 


Display Triumph 


UNEXCELLED FOR 
Every Display Application 
Background Coverings Poster Panels 
Floor Coverings Cutout Letters | 
Ensemble Panels Applique Effects 
rw 


“ ACADIA BRAND” Felt 


Over 80 Colors carried in stock—edges do 
not fray—can be furnished in cut lengths. 


WESTERN FELT WORKS 


Established 1899 
MAIN OFFICE AND EASTERN OFFICE 








MILL AND WAREHOUSE 
4131 Ogden Ave. 42-44 East 20th St. 
Chicago New York 


Stocks carried at: 
713 S. Los Angeles St., Los Angeles, Calif.; 
1329 Howard St., San Fraucisco, Calif.; 
1110 Post St., Seattle, Wash. 


Branches: 
Detroit, Cleveland, St. Louis, San Francisco, Denver 


SA4Panme Pe S Pep 








Prepare Your Signs 
and Displays with 


GREATER Economy 
GREATER S-p-e-e-d 








Use= 
FLASHOGRAPH 
Use FLASHOGRAPH ... plus KRESSILK, (silk 


screen method) for all types of signs, cards and 
display work! 


Get better—more accurate results, with less time, 
labor—and at the lowest possible cost! 


Use today’s method, acknowledged best—endcrsed 
by experts. 


Complete Outfit for 75 Stencils, in- |; 
cluding one yard KRESSILK and || 


a $ 10.00 


Order from your dealer, or direct from 


Kressilk Products, Ine. 
71-73 Murray St., New York City 
“EVERYTHING for Process” 
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No. 10 Joytoy 
Street 


Editor’s Note: DISPLAY WORLD acknowledges 
the splendid cooperation of Howard L. Kratz, director, 
Administration Arts-Decoration, John Wanamaker’s, 
Philadelphia, in presenting their 1930 Christmas book- 
let, “No. 10 Joytoy Street.” This booklet is copyrighted 
by Wanamaker’s. 


URELY you have heard of No. 10 JOYTOY 
STREET. It was built by the FAIRIES, who left 
their home at 10 DOWNING STREET when the 
PRIME MINISTER grew so busy with affairs of 

state. The shortest, longest street in the world; beginning a 
BELIEVE-IT-GATE, ending ... for it is only a matter o 
birthdays ... at GROWNUP-GATE. 

To pass through the gate, one has only to whisper, “I 
BELIEVE IT.” and there you are, in the middle of the 
strangest, loveliest street, in the CITY OF PERHAPS, with 
its rows of little houses just big enough for a girl or boy to 
play in comfortably. Did you ever see so many chimney 
pots? ... poor FREDDIE SOOT, the CHIMNEY SWEEP, 
we certainly feel sorry for him. But, of course, one cannot 
expect JOYTOY STREET to look like the street we live in 
because only fairy folk live here. 


= 


The Glow . 
Family. 
AVE you ever seen LAMP POSTS just like these? It 
would be quite impossible for ordinary folk, like you and 
me, to light them. Half-way between sunset hour and twi- 
light time, myriads of GLOW WORMS come up from the 
meadow, all holding onto each other, and so forming a 
dazzling canopy over the town. Presently, GREAT FIRE- 
FLY gives the order, and each GLOW FAMILY settles away 
for the night in a lamp, where it is nice and dry. Hours 
before BELIEVE-IT-GATE is opened, beautiful DAWN 
O’DAY rides through the town on the WINGS OF MORN- 
ING, and gathers them all together again and away they 
fly to the meadows and fields to play all through the day. 
So many folk live in this happy street, so much happens, 
that it is really impossible to see it all with one glance. The 
PRIME MINISTER, who is really KRIS KRINGLE, lives 
in that strange little house with 
¥ hinges on the roof, at No. 10 and ever 
so many of the FAIRY FOLK are 
just around the corner over on 
FANCY AVENUE and MEMORY 
LANE. 


FREDDIE SOOT, the PORCE- 
LAIN CHIMNEY SWEEP, cleaned 
the CHIMNEY POT of the QUEEN 
OF HEARTS by mistake, and good 
natured QUEEN TARTINI would 
have disregarded the incident en- 
tirely had not JACK stolen the tarts 
already cooling on the window sill. 
For the first time the KING was dis- 
pleased with his supper, and poor 
FREDDIE SOOT, if he had dropped 
all the way from- the MOON he 
would not have been in more pieces. 
MENDER OF DREAMS §s sadly 
shook his head when he saw him, and 
dismayed of ever putting him to- 
gether again. 
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The Night of 
the Ball. ‘ 
 Dheoe everyone slipped out to the ENCHANTED 
WOODS at the edge of the meadow to attend a BALL 
in honor of the FAIRY LAVENDER. They danced so late 
that the FIREFLIES and GLOW WORMS, who never had 
before failed to light up the crooked STREET LAMPS, and 
even the MAN-IN-THE-MOON, who was busy dancing the 
quadrille with MOTHER GOOSE, never gave JOYTOY 
STREET a thought. Poor WEE WILLIE WINKIE, crying 
through the town that it was then 10 o’clock, regardless of 
how many people he awakened, bumped his shins on so many 
door steps in the dark, and missed so many houses nesting 
away in so many queer angles, that a few people sat up all 
night. To sit and wait to be told to go to bed makes people 
very cross the next morning. 


Songs of Memory 

Lane. 

—* day long the LITTLE GRENADIERS and BRAVE 
BOY DRUMMER WALTER march back and forth at 

the GATE to keep out folk who “DON’T BELIEVE.” It is 





very easy to frighten away people who do not believe, for 
they are not very courageous. 

Just within the shadow of the GATE WALL, on all clear 
days, which is practically every day on JOYTOY STREET, 
HARLEQUIN opens his SHOP, under a great PARASOL. 


“Harlequin sells sticks of lic’rice, 
Worth more than your stick, tis said; 
And less noisy than you, surely, 
Are his men of gingerbread.” 


The Gingerbread 
Men. 
OULDN’T you like to have one of his cute little GIN- 
GERBREAD MEN ... ERNIE, SAMMIE, DANNIE 
and AL? Perhaps he will give you one, for he is quite the 
generous fellow and is never more pleased than when little 
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folk smile. Then there is SIMPLE SIMON. You will always 
find him close by the PIEMAN when there is a fair. 

Three guesses .. . you can’t tell who lives in the cozy little 
cottage that looks like all attic, and is snuggled away there in 
the corner. 


“So many children to wed have we, 
Our attic’s full of them you see. 
Oh! great heavens, now tell me pray, 

How to marry them all away.” 


All the Notable 
Places. 
VER there at No. 4 lives BOY BLUE, who causes no 
end of ear splits by insisting upon BLOWING HIS 
HORN whether the sheep are in the meadow or not: and 
DICK WHITTINGTON, at No. 14, right next door, puts up 
with it like a good neighbor. Then comes the arch that joins 
hands with the ALPHABET HOUSE on the other side of 
the street, which is half-way up the hill; and even though 
you have no intention of turning back, if you will look over 
your right shoulder you will have a good view of TAILOR 
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JAN’S and QUEEN TARTINI’S houses that figured so 
prominently in the fall of poor FREDDIE SOOT. When 
you turn eyes front again, there stands the TOY HOUSE 
OF LUCKY BOY. ° 


No. 10 JOYTOY 
Street. 


F you had asked the LITTLE GRENADIER at BELIEVE- 

IT-GATE the number of the most famous house in town, 
he would have whispered No. 10, at the top of the hill. In 
fact, any of the FAIRY FOLK, excepting perhaps the BIG 
SPIDER in MISS LOTTIE LEE MOFFETT’S garden will 
tell you the same thing. He is quite a vain fellow, and has 
thought himself immensely important, although everyone else 
knows differently since the day he took MISS LOTTIE LEE 
MOFFETT by surprise and gave her a fright for the mo- 
ment. Disagreeable as the incident was for the time being, 
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it is considered quite the joke 
among the FAIRIES, and is 
the cause of no few sly grins. 


Ever so far down the street, 
just this side of the wall at 
GROWNUP-GATE in MISS 
LOTTIR LEE MOFFETT’S 
garden, you’ will see BIG 
SPIDER dozing away in his 
beautiful web, and trying to 
make the rest of us believe 
he is enjoying the FROG 
OPERA, written by PRINCE 
FROG. Some say that after 
the first act he spun two little 
silk pads, to stuff his ears, and 
is only pretending to listen. 





The Glass House in 
Grownup Town. 
HE PRINCESS MARJORIE ANN of the GLASS 
HOUSE lives at No. 19. Her PALACE is entirely built 
of many colored glasses, and is quite the loveliest of all the 
residences, but the PRINCESS MARJORIE ANN sometimes 
complains because the real folk will peep in to see what she 
is doing. They are very inquisitive folk, and press quite hard 
against the glass, and that is why so many girls and boys 
have snubby noses. The cute little place at No. 3 is where 


“The young lady whose bonnet. 

Came untied when the birds sat upon it, 
But she said, ‘I don’t care, 

All the birds of the air, 

Are welcome to sit on my bonnet.’” 


JACK HORNER, OLD KING COLE and WEE WILLIE 
WINKIE live at Nos. 6, 21 and 7, to say nothing of the quaint 
little GARDEN of the CANDLESTICK MAKER just off the 
walk at GROWNUP TOWER. 

No. 10 is just across the street from the FOUNTAIN in 
the center of MERMAID LAGOON, where the NEVER- 
ATES BILL, FRANK and LITTLE HOWARD, JR. Steal up 
softly to the edge of the LAGOON, so as not to frighten the 
MERMAIDS, and you will see the loveliest sight. What do 
you suppose makes the water change to so many beautiful 
colors? Some JOYTOY STREET folk believe TINKLE 
BELL and QUEEN BERTHA put fairy dust in the water. 
PETER PAN knows that on all sunny days after rain, and 
on moonlight nights, hundreds of MERMAIDS play bubbles 
in the LAGOON, stirring up such commotion with their tails 
that the RAINBOWS last for days at a time. 


Kris Kringle Elected 
Prime Minister. 

HEN KRIS KRINGLE was elected PRIME MINISTER, 

and decided to move into JOYTOY STREET, there was 
quite an ado about a location for his house. OLD KING 
COLE suggested the corner lot down near GROWNUP- 
GATE, and WISE OLD OWL said, “the top of the hill across 
from the LAGOON is just the place.” BOY BLUE blew his 
horn, the MOON came out, and immediately a hundred 
FAIRY SAWYERS were among the branches cutting rafters ; 
seventy-five DENNIE MASONS rushed up with the founda- 
tion stone, and MOTHER GOOSE laid it with full cere- 
mony; architects were running around KRIS, measuring him. 
The architect had a worried look, for KRIS was quite the 
fattest fellow he had ever measured. How in the world could 
they build a house big enough for such a big fellow in such a 
small street? So they decided to build a house around him, 
and at once scaffolding was run up, the whole place rang 
with hammers and chisels, and in no time at all the roof 
was on. The house is just a bit larger than OLD KRIS, 
and perfectly lovely, with a veranda leading to the front 
door. The windows are the size of colored picture plates, 
and the door rather smaller, but it is easy for KRIS to go 
in and out by taking off the roof; and, what matter, he 
spends most of his time outside shaking hands with boys and 
girls. 
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Our copy of The Window DISPLAY MAN- 
UAL has just arrived and wish to send 
immediately my congratulations. The Manual 
has been awaited many years, so long in fact 
that it had begun to seem improbable that 
anyone would ever write it. Out of the welter 
of half-formed ideas which have been ex- 
pressed before, you have chosen wisely and 
clarified immensely, and in addition the book 
is filled with original ideas as well. 


Your section on ‘The Future” should be 
read by every displayman, manufacturer, na- 
tional advertiser and magazine editor who is 
interested in retail store displays. IT PRO- 
VIDES A POINT OF DEPARTURE FOR 
ALL OF US, AND PROVIDES EACH WITH 
A BETTER APPRECIATION OF THE 
OTHER’S PROBLEMS.—Barret Lyons, Secre- 
oR a nae Hugh Lyons & Co., Lansing, 
avLicn, 


A quick perusal of The Window DISPLAY 
MANUAL was all that was necessary for the 
writer to determine that this book will find a 
niche in every displayman’s library. 

I contemplate using The Manual at our 
Saturday morning display sessions. That is, 
having my assistants read it aloud. In this 
way, each and every one will gain the full 
importance contained in the fundamental 
work. 


The Window DISPLAY MANUAL is a 
worth while contribution to my own personal 
display library.—Klement Kieffer, Jr., Display 
Director, The Kleinhans Co., Buffalo; N. Y. 


I have before me a copy of The Window 
DISPLAY MANUAL, which, I am sorry to 
say, I at first glanced through quite hurriedly. 
However, on going over chapters 8 to 19 a 
little more carefully I found many helpful 
suggestions. The Manual does give. one a 
ciear understanding of the fundamental re- 
quirements of window display. It covers the 
subject very thoroughly.—R. D. Van Sand, 
ao Director, Kimbel Brothers, New York 

ity. 


A copy of The Window DISPLAY MAN- 
UAL reached us today and in going over it 
briefly, it looks good. In fact, it appeals to 
certainly comprehensive.—Arthur H. Brayton, 
us as being very complete, very forceful and 
Editor, Dry Goods Merchants Trade Journal, 
Des Moines, Iowa. 


I have looked over my copy of The Window 
DISPLAY MANUAL very carefully and I 
feel, very definitely, that you have made a 
splendid contribution to the display field. 
There was surely a need for a complete man- 
ual covering modern display methods.—L. S. 
Janes, National Display Division, Sears, Roe- 
buck & Co., Chicago, III. 
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Several important promotions have pre- 
vented a careful study of The Window DIS- 
PLAY MANUAL. However, in perusing the 
publication I was immediately impressed with 
its genuine sincerity and its close adherence 
to fundamental fact. The foibles and fetishes 
so prevalent in many other works were no- 
ticeable by their total absence. 

I would recommend The Manual as an ideal 
textbook for the beginner . . . at the same 
time realizing that . MANY OLD-TIMERS 
COULD MOR EFIRMLY ESTABLISH THE 
COURAGE OF THEIR CONVICTIONS by a 
study of its pages.—Carl H. Shank, Display 
me Stix, Baer & Fuller Co., St. Louis, 

oO 


I am firmly convinced that The Window 
DISPLAY MANUAL will make a mark in 
display history, furnishing as it does many 
important and essential ideas concerning dis- 
play which have not previously been made 
clear. 

There is an inspirational something about 
the book that causes one to think and get 
new slants on old opinions of display work. 

After I have had an opportunity to go over 
the book more carefully am going to com- 
ment specifically on certain phases of the 
work that it covers. I think it is a splendid 
contribution to the field of display and will 
be so considered by all people REALLY IN- 
TERESTED, DIRECTLY OR INDIRECTLY, 
IN THE DEVELOPMENT OF DISPLAY 
WORK AND DISPLAY MERCHANDISING. 
—J. Duncan Williams, Display Counselor, 
Chicago, III. 


The Window DISPLAY MANUAL is a real 
find. The contents of the book are truthful 
as well as educational. I not only recom- 
mend it to the display profession, but to 
every business man who considers window 
displays an important factor in modern mer- 
chandising.—E. R. Dean, Display Director, 
The Dayton Co., Minneapolis, Minn. 


In my opinion I have found the Window 
DISPLAY MANUAL to be the finest book 
of its kind ever published. It is not only a 
great credit to you but to the profession as 
well. I like the general “get-up” of the book 
very much. It should not only be of great 
assistance to the beginner but to the expe- 
rienced displayman as well. 

Chapters 8 to 19, containing the fundamen- 
tals of display, are worth the price of the 
book alone. Every displayman should have 
a copy of this Manual in his display library. 
The demand for this book should exceed your 
expectations.—C, A. Smith, National Display 
Counselor. 


I am sure that The Window DISPLAY 
MANUAL will prove of great interest to the 
display profession and to the merchants as 
well. Personally, I believe that it will make 
enough and self explanatory enough to be 
gaged in the work. Certainly it is simple 
better displaymen out of the men already en- 
followed by everyone who is the least bit 
interested. 

I was particularly impressed with the or- 
ganization of The Manual, which shows, step 
by step, the process of properly presenting 
merchandise in display windows. 

All in all, I would say The Window DIS- 
PLAY MANUAL IS THE BEST BOOK I 
HAVE SEEN PREPARED FOR EDUCAT- 
ING AND ASSISTING DISPLAYMEN.— 
Carl V. Haecker, Ass’t Sales Promotion and 
Advertising Manager (Retail Stores), Mont- 
gomery Ward & Co., Chicago, III 
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I have just read The Window DISPLAY 
MANUAL from cover to cover and you are to 
be congratulated. It is a wonderful book and 
I feel that every displayman should have a 
copy of it. IT IS A BOOK WHICH MUST 
BE READ TO BE APPRECIATED.—A. 
Roeder, Display Director, The Wm. H. Block 
Co., Indianapolis, Ind. 


I have read several chapters in The Win- 
dow DISPLAY MANUAL, particularly Chap- 
ters 8 to 19, and have recommended the Man- 
ual to my staff. I consider it as the leading 
contribution of its kind to the display pro- 
fession.—_Jerome A. Koerber, Display Director, 
Strawbridge & Clothier, Philadelphia, Pa. 


Your Window DISPLAY MANUAL is the 
first real presentation of display information 
I have ever read. I feel certain every dis- 
pes will find it of great value in his 
— J. H. Richter, Display Director, The 

Fair, Chicago, Ill. 


It was indeed a splendid surprise when I 
learned that one so well qualified as Jack T. 
Chord was willing to devote the necessary 
time and energy in producing The Window 
DISPLAY MANUAL. It was a far greater 
surprise, however, when on receiving the book 
to see to what great length you have gone in 
compiling data and information . .. and the 
wonderful manner in which you have ar- 
ranged and presented it. 

I think you have been extremely modest in 
terming it a Manual. I would prefer Encylo- 
pedia ... for it treats on the entire cycle of 
art as applied to the profession of display. 
It is a most comprehensive summary of 
knowledge of display in all its branches. You 
have attempted great things, and you have 
put it over. 

The Manual! has come at a most opportune 
time. In this period of rapidly changing 
modes and styles of decoration, unless one is 
thoroughly grounded in the fundamentals— 
which the Manual brings out so well—and 
knows every phase of display work, one is in 
grave danger of going entirely “‘hay-wire. I 
know that the Manual will have a great 
stabilizing effect, and a healthy reaction 
should result as it gets into the proper hands. 

am very pleased to add it to my little 
“five-foot” book shelf of window knowledge 

. and without reservation acclaim it by 
far the BEST and MOST HELPFUL treatise 
yet attempted along this line of endeavor. 
It will meet the need of every displayman, 
merchandiser, merchant, and should receive a 
hearty respons from everyone associated with 
display.—O. Wallace Davis, Director of Dis- 
plays, H. Batterman Co., Brooklyn, N. Y. 


I wish to congratulate you on your wonder- 
ful book, The Window DISPLAY MANUAL. 
[t is, indeed, the best and most complete 
book on display that I have ever read—J. 
Coleman, Advertising and Display Manager, 
National Bellas Hess Co., Asheville, N. C. 


I have read with much interest and am 
firmly convinced that your achievement, The 
Window DISPLAY MANUAL, will make a 
pleasant permanent mark in display history. 
You have given what I consider an encyclo- 
pedia for those interested..directly or indi- 
rectly in the development of display merchan- 
dising and display work. 

It will meet the most needed demand from 
all interested in merchandising and I wish 
to compliment you very highly on your mas- 
terpiece.—F. A. Rhoads, Director of Displays, 
Indianapolis Power and Light Company, In- 
dianapolis, Ind. 








A Combined Text and Reference Book, 
Complete in Text—90,000 Words— 
More Than 450 Illustrations—Attrac- 
tive, De Luxe Cloth Binding—wWill 
Prove Its Value on Sight. 


Pp Co 
a4 er py 


Postpaid 
Order Your Copy NOW! 





tension, a cash saving of $1.00 





BOOK ORDER BLANK 
THE DISPLAY PUBLISHING CO., Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $5.00 for one copy of The Window DISPLAY 
MANUAL, by Jock T. Chord. Please ship at once to: 


SPECIAL COMBINATION OFFER—By adding $2.00 to the price of the book, a total of 
$7.00, we will include a subscription to DISPLAY WORLD, either new, renewal or ex- 


State.. 
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A Xmas Toy 
Department 


By J. ROY EDWARDS 


HRISTMAS comes but once a year and the average 

displayman will probably say, “Thank heavens!” 

True, it certainly does exert a tremendous in- 

fluence for work—lots of it—so far as the display 

department is concerned. How well do I remember Christ- 

mas Eve—and Christmas Day—Christmas Eve, that for quite 

a number of years meant tearing out the Christmas windows 

and putting in the January Clearance displays—those were 
the good old days. 


3ut I am afraid I am getting ahead of myself in talking 
about tearing the Christmas displays out before they are put 
in, before probably most of them are even built. I hope you 
haven’t built or even planned your Christmas toy department 
because I believe I have an idea that will help a lot of stores 
solve an old display problem of “how can we make the toy 
section different, how can we. make it outstanding, how can 
we make it individual ?” 


My answer to those three questions is to make your toy 
department individual by reproducing this outstandingly 
different toy idea. The trouble with the majority of toy de- 
partments in smaller stores is that no attempt is made to 
individualize the départment. THe usual effect is to take a 
corner of the store or the basement, run a few fibre roping 
festoons between the lights, decorate the tables with brick 
crepe paper, fill the tables with toys, and call it “the toy 
department.” Maybe it is the toy department, I don’t know, 
but I do know that many stores will fail again to reach their 
Christmas toy quota by having a similar toy department this 
year, a toy department that will have about as much indi- 
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viduality as an old table covered with crepe paper and loaded 
down with miscellaneous toys has. 

The old saying, “You must spend money to make money” 
is particularly true in the case of my Christmas toy depart- 
ment design. There is a difference, however, the difference 
being, “spend a little money to make a lot of money.” I say 
a “little money” because the idea suggested forms itself into 
a series of stage flats, flats that will be used to divide or 
separate the toy department from the rest of the store, flat 
sections that will build up an effective toy department. 


Visualize, if you can, the effect that these suggestions will 
have on your customers when they see them in your store 
for the first time. Will they talk about your toy department, 
will they bring their children in to visit your toyland and 
Santa Claus, will their children talk about Santa Claus and 
your toy department? Talk, talk, talk. Will it bring in the 
business? That is a question you must answer. If you an- 
swer it the way I believe you will, you will get a letter off to 
DISPLAY WORLD for a set of blusprints and when they 
arrive you will put your displayman to work reproducing this 
toy department for your store. 


The one outstanding advantage of building this display 
lies in the fact that it can be just as large or as small as you 
require. For example, if you do not want to screen off the 
entire toy section, just reproduce the entrance. Stand two 
large toy soldier cutouts on each side of the entrance and 
arrange your toy display on tables inside the department. 
Or, should you prefer, the tall towers can be eliminated, their 
positions can be changed, or their heights decreased. These 
changes can be made very easily by your displayman. 

Another suggestion for the toy department idea will be 
to use it as an elevator or stairway entrance. Should the 
toy department be upstairs, the elevator enirance can be 
encased in the wall and the entrance sign painted in place. 


—The black and white reproduction 
of this Xmas Toy Department en- 
trance is likely to seem rather for- 
midable but picture its reproduction 
in warm grey, brown, tan, gold flitter 
letters, blue background, silver flitter 
stars, with the brownies in red, yel- 
low, pink, green and other appro- 
priate colors— 
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—The advantage of a Toy Depart- 
ment entrance built of stage-flats 
must be apparent. Think of the 
ease whereby the display can be 
increased or decreased in size. 
Take the illustration on the left 
. .. it shows a sectional view of 
three of the flats; what is there to 
prevent a displayman from using 
but two of the flats? ... eliminat- 
ing, for example, the tower effect. 
Or, for that matter, the tower can 
be placed against the entrance 
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with the small panel on the ex- 

treme left. Should such a change 

be made the TOYLAND sign 
would appear on the tower— 




















—The view on the right, showing 
the frame work construction of 
the stage-flats graphically illus- 
trates the building simplicity. 
Light weight lumber—34x3” fur- 
ring strips—is used for the frame 
work. Profile board, a thin but 
strong material, is used for the 
cut-out work. Triangular bracing 
can be made from wallboard. The 
frames are covered with scenic 
canvas, sign painter’s cloth, mus- 
lin or some _ strong material. 
Where the flats are viewed from 
both sides it will be necessary to 

















cover and paint both surfaces— \ 
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Appropriate wording for the entrance might be, “Take the 
Tower Express to Toyland,” “Let’s Go Up and see Santa 
Claus,” “Toyland Is Upstairs, Come On,” etc. Should the 
toy department be downstairs in the basement and this idea 
were to be used around the stairway or doorway, appropriate 
wording might be, “Take This Stairway to Toyland,” “Right 
Down the Steps to Santa Claus,” etc. 

If you know anything about stage scenery you should 
have no trouble building the flats. Three-quarters by three- 
inch furring strips will be the best lumber to buy to build 
the frames. Profile board will be used to cover the tops of 
the frames where cut-out work is suggested. Heavy muslin 
or scenic cloth will cover the frames on which the castle wall 
effect will be painted. If your displayman cannot reproduce 
effective stone wall painting, Dennison’s make a very effective 
stone wall crepe paper. This crepe paper can be used to 
cover the entire wall. It will not be as effective as a realistic 
painting, but it will be better than a poor painting effect. 


The inside of the wall should have the same stone effect 
reproduced. The toyland sign will be omitted. The different 





flats should be nailed in position. All stage flats are tied 
together, but you will be using the effect from both sides, 
and rope naturally will mar the interior of the department 
or wall if it appears hanging in place. 

Where the entrance effect is used at an elevator or door- 
way it will not be necessary to paint or finish the reverse 
side. This is necessary where the effect is to be used for a 
toy department. 

In the first drawing I suggest a sky and stars. This effect 
need not be included in the actual toy department but it 
certainly would be effective if a sky effect with stars could 
be reproduced. Should the toy department be set up in the 
basement it will be a very simple matter to paint the ceiling 
blue and hang silver stars on wire or thread. Should the 
toy department be set up on the first floor the only way the 
sky effect can be obtained will be to use crepe paper festoon- 
ing on which stars will be hung. 

(An article in the October issue of DISPLAY WORLD 
explains how to reproduce the crepe paper festooning. Read 
it and then reproduce it.) 
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An Xmas Window 
and Ledge of 
Crepe Paper 


By H. A. HARRINGTON 
SERVICE BUREA, 

C. A. REED CO., 
WILLIAMSPORT, PA. 


CHRISTMAS 
WINDOW 

Color Scheme: Light holly green No. 136 and flame No. 
171. 

Front and side trim: Along the front and left side front 
of the window, tacked against the framework, place slashed 
fringe crepe of flame in an arch formation. Make two of 
these formations placing one on the front and one on the 
side. This fringe treatment is used in double thickness. 

Main background: In the center place a panel two folds 
wide of flame crushed crepe. Over this flame crushed crepe, 
make a French window effect, using light holly green tubes. 
Be sure to place the horizontal ones first and then the ver- 
tical ones. At the edge of this panel, one each side, make 
light holly green drapes three-quarters of a fold wide. Edge 
the inner edge with flame tubes. Now, on each side of the 
center panel and centered place light holly green drapes full 
width edged with flame tubes. On the extreme corner of 
the window place a No. 5103 pleated crepe garland, twisted 
as shown. On each side of the center panel place a No. 1103 
twisted Christmas garland. In between these places place 
flame tubes as shown. A wreath hanging down in the center 
of the French window effect adds to the attractiveness of 
the display. 

Right side background: Make a panel of flame one fold 
wide. Edge this with light holly green tubes. Diagonally 


—The average store pays little 
attention to ledge displays, yet 
interesting trims can be made if 
a plan of decoration is decided 
upon and followed. Mr. Harring- 
ton suggests a very simple deco- 
ration in the ledge reproduced 
below— 
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—“H. A. Harrington” in this at- 
tractive display of “Roger & Gal- 
let” parfumes suggests a crepe 
paper background that is very 
effective, and, at the same time, 
very simple to reproduce. Com- 
plete plans for its reproduction 
are contained in his timely ar- 
ticle— 


across the panels place light holly green tubes. Centered 
between the outside edge and the panel place three tubes, 
two of flame and one of green. The same applies on the left 
side of the panel. 

Flooring and balance of window: Cover the floor with 
stretched flame crepe and around the entire flooring place 
slashed light holly green crepe. The pedestal treatments 
shown in the photograph are covered with flame and light 
holly green crepe. The center one consists of a drape of 
light holly green with fluted edge flame trimmings. The 
valance across the background is of slashed flame and green 
crepe placed in an arch formation. This valance is shorter 
than the arch formation on the front trim. 

Author’s Note: You will note this window features a front 
and side glass trim. Therefore, the crepe paper work and 
merchandise formation conform to the angular treatment 
on such a type window. 


SPECIAL LEDGE 
DISPLAY 

Oftentimes in a retail store you will find there are vacant 
spaces over shelves and along the walls which can be used to 
good advantage in displaying national advertiser cutouts and 
lithograph work, as shown in the photograph. This features 
a special crepe trim, the color combination being flame and 
light holly green with an icicle treatment of white. The No. 
8103 twisted garlands add to the attractiveness of the trim. 
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For Display Equipment 
and Decorations 


Invites 
Your Patronage 





International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 





The Koester School 
314 S. Franklin Street 


Display and Card Writing 
Instruction 


Botanical Decorating Co. 
319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


National Card, Mat & 
Board Co. 
4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


Chicago Cardboard Co. 


666-670 Washington Blvd. 
Art Poster and Mat Board 


Cornell Wood Products Co. 


307 N. Michigan Avenue 
Cornell Wood Board 


Peasche Air Brush Co. 


1902 Diversey Parkway 


Airbrushes and Airpainting 
Units 


Schack Artificial Plewel 
Co. 
319 W. Van Buren St. 


Artificial Flowers and Win- 
dow Decorations 


Western Felt Works 


4131 Ogden Avenue 
“Acadia Brand” Felt 
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I. A.D.M. News 
Briefs 


By JAMES W. FOLEY 


SECRETARY, 
CHICAGO, ILL. 


HILE this officer is still unable to report concerning 
the progress being made by President Schmidt and 
the I. A. D. M. executive committee in relation to 
the proposed affiliation of this association with the 

National Retail Dry Goods Association, the following com- 
munication is reproduced in the belief that it will prove 
interesting to I. A. D. M. members and also to a great number 
of others engaged in display work. The letter comes from 
Frank W. Spaeth, manager, sales promotion division, N. R. 
D. G. A., the department with which the I. A. D. M. would 
be most closely associated in the event of favorable action 
on ‘the proposal: 
“Dear Mr. Foley: 


“Both Mr. Sweitzer and myself are intensely interested 
in the decision which your association will make in regard 
to our plan of having the display group become more closely 
associated with the retail field as a whole and with the 
various other groups which are now working so closely to- 
gether to contribute constructive service to our field of dis- 


tribution. 
“For instance, the purposes of the sales promotion divi- 


sion are: 

“First, to bring together men with common problems for 
the purpose of helpful discussion. 

“Second, to provide machinery for putting into effect such 
standards of practice in advertising and sales promotion as 
may be for the good of the retail craft. 

“Third, to do all such things as will serve to make the 
advertising and sales promotion efforts of retailers more 
efficient. 

“Fourth, to promote all such things as will be of practical 
and lasting benefit to merchant and customer alike. 

“These same purposes are of mutual interest to the dis- 
playman. In fact without a close cooperation between the 
advertising department and the display department many 
obstacles are placed before us which hinder our mutual 
efforts to arrive at the same objective. In other words, our 
problems are your problems and in turn your problems are 
ours. We cannot function smoothly unless both of us know 
where we are going and what means we should take to get 
there. 

“I believe that you will readily agree with me that although 
you are an organized body you cannot be as closely identified 
with the retail field as you would be if you were working in 
close harmony with other groups of retailing such as the 
merchandise managers’ division, sales promotion managers, 
the store managers, controllers’ congress, etc. 

“You will recall Mr. Sweitzer’s plan of having your asso- 
ciation transfer its headquarters from Chicago to New York, 
preferably to this office, so that our general aims in retailing 
can be made part of your individual services—so that further, 
the displayman can be more quickly recognized as an im- 
portant and essential part of retailing. 

“Under such an arrangement which Mr. Sweitzer pro- 
posed and in view of the fact that we could keep you in 
touch with the various projects of each division, I feel defi- 
nitely certain that the display group can be made into one 
of the most active divisions of retailing. There are un- 
doubtedly many problems, one might say mutual problems, 
with the sales promotion division which can be ironed out 
and which will further promote the interest of the displayman. 


(Signed) “FRANK W. SPAETH.” 
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There has been a decided relaxation in the activities of 
the display clubs throughout the country during the past 
year, but with the announcement of the 1932 convention city, 
a decision in relation to the proposed affiliation of the I. A. 
D. M. with the N. R. D. G. A., and the adjustment of other 
urgent association problems, a resumption of spirit and action 
is anticipated. Chicago, Boston, New York, Schenectady and 
the Iowa-Nebraska clubs seem to be as active as ever, each 
presenting regular educational programs with an occasional’ 
social evening. 


& 

The November meeting of the Chicago Display Men’s 
Club, originally scheduled for the first Monday was post- 
poned until November 9 in order that the committee could 
present certain feature speakers unable to be present on the 
regular meeting date. Messrs. Richter, Oehler and Long 
are performing yoeman service in the interest of this great 
local club and are receiving the active support of a member- 
ship in excess of eighty-five. 


@—_ 

John Freiberg was a visitor to the I. A. D. M. office a few 
days ago and enrolled as a member before departing these 
climes for sunny California. Mr. Freiberg, formerly with the 
Corydon Department Store, Chicago, will motor to the coast 
and expects to locate permanently there. 


@o—_ 

No one is feeling this depression in greater degree than 
your secretary, and once again you are asked to do your bit 
through the payment of dues. An inactive association is 
surely no better than no association at all. So fellows, let’s 
not desert a good cause. 








B. GOODE SUCCEEDS 
W. R. DICK 

Billy Goode has been appointed display manager at Harry 
Katz, Inc., a branch of the consolidated retail stores, Okla- 
homa City. Mr. Goode, who was formerly assistant to W. R. 
Dick succeeds him. Mr. Dick has gone east. 





ARKOW WITH BECK 
SHOES 

For the past year and a half Edward S. Arkow has been 
display manager for the Wise Shoe Co. His resignation has 
just been announced and he leaves the Wise organization to 
join the A. S. Beck Shoes, Inc. The A. S. Beck company 
operates ninety-eight stores and Mr. Arkow will supervise 
all phases of window and store decoration. Prior to joining 
the Wise Shoe Co., Mr. Arkow was display director of Ar- 
nold, Constable & Co., New York City. 





FRED JOHANSEN WITH 
THE WISE CoO. 

When Edward S. Arkow resigned his position with the 
Wise Shoe Co., Fred Johansen, formerly display manager, 
the John Shillito Co., Cincinnati, Ohio, was immediately 
appointed his successor. Mr. Johansen, prior to his associa- 
tion with the Shillito Co., was connected with the Lanson 
Co., Thirty-fourth Street, New York City, store. 





HONOLD SEARS ASSISTANT 
DISPLAY HEAD 

When A. E. Johnson left the Sears display staff to open 
and establish a similar department for the Kroger Grocery 
Co., Cincinnati, his position with Sears remained. unfilled. 
Recently, however, J. B. Honold, who for several months was 
display manager of the Eastern district in Sears’ retail 
organization, has been appointed Mr. Janes’ assistant. Before 
joining Sears, Mr. Honold was associated with an Atlantic 
City concern, and before that, with Bonwit Teller & Co., 
New York City, for fourteen years. 





Nove 


Felt 
Anc 


(Conti 


leum) ; 
cap we 
and fes 
the Ro 
freedon 
undyed 
people » 
of their 
occasior 

The 
mitted 1 
peoples, 
and mo 
Et ts. thi 
the kno 
from Ge 
may hay 
Slavs; < 
Siberian 


With 
Disp! 


(Continu 
around h 
ernistic 
with met 
displays, 
to metal ; 
silhouette 
departme 
nounceme 
Exhibited 
slabs of | 
latter enc 


Altman’s, 


Symph 
ground of 
evening g 
platform. 
floor. Th 
ably in the 


Hearn’s, 


A blacl 
cases. A - 
a red stai 
filling the 
strating a 
powdered 
audiences. 








November, 1931 


—Felt “Tower Cap” worn by Persian Magician— 


Felt for Modern Displays 
And Its History 


(Continued from page 39) 


leum); this word, in particular, denotes the tight-fitting felt 
cap worn by the Romans at meals, theatrical performances 
and festivals. It is a curious fact that the felt cap was among 
the Romans a symbol of liberty; when a slave obtained his 
freedom he had his head shaved and wore the skull-cap of 
undyed felt. At the death of Nero in A. D. 68 the common 
people wandered about the streets of Rome as an expression 
of their joy. Suetonius, in his Life of Nero, speaks on this 
occasion of “the felted mob” (Plebs Pileata). 

The question may be raised whether the Romans trans- 
mitted the knowledge of felt to the Celtic and the Germanic 
peoples, or in other words whether the use of felt in mediaeval 
and modern Europe is a heritage of classical civilization. 
It is, however, probable that the Romanic nations received 
the knowledge of felt, not from the ancient Romans, but 
from Germanic tribes early in the middle ages. The latter 
may have acquired the art from their eastern neighbors, the 
Slavs; and the Slavs derived their knowledge from Scytho- 
Siberian-Turkish peoples. 


With New York 
Displaymen 


(Continued from page 29) 

around hands of the compass (of silver). Resembling a mod- 
ernistic sundial. In other windows price taps of black glass 
with metal letters. Unusual fixture used in several apparel 
displays, consists of three fronds of etched glass fastened 
to metal stand, crescent moon in shape. Also flat etched glass 
silhouette child mannikins. A window for the stationery 
department. Appropriate stationery styles in wedding an- 
nouncements and note-paper on which to acknowledge gilts. 
Exhibited on blotter panels encased between upright double 
slabs of plate glass. A woman’s head with bridal veil, the 
latter encircling the whole window. 


Altman’s. 


Symphony in green. Receding accordian-formation back- 
ground of solid green panels. A single mannikin in green 
evening gown mounted on two-tier black and white dias 
platform. Sparkling accessories atop mirror lakes on green 
floor. The windows at this store have stepped up consider- 
ably in the past two weeks. More lively and modern in tone. 


Hearn’s. 


A black and red shelf half filled with sheets and pillow 
cases. A procession of cut-out negro maids marching down 
a red staircase, each bearing a cargo of sheets to finish 
filling the cabinet. Another window, a nurse shown demon- 
strating a rubber doll known as Toddles. She bathed it, 
powdered its back and held the doll up to admiring 
audiences. 
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CAN YOU WIN ONE OF 
THESE PRIZES? 

Yes Sir, there’s prize money for somebody. There are 
prizes for good Christmas windows of electric refrigerators ; 
there are prizes for good Christmas season store interior 
displays. No line is drawn—if you sell electric refrigerators 
and you have them displayed in the window or in the store 
interior, you are eligible to enter this contest. There are 
two sets of awards—several prizes for good window displays, 
several prizes for good store interior displays. But these 
displays must feature the Christmas spirit—they must stress 
the idea of giving an electric refrigerator as a Christmas 
present. 

And, remember, anyone is eligible to compete who sells 
electric refrigerators. This includes dealers, distributors, 
central stations and other sales outlets. To give everybody 
a good chance to win, the competition has been divided into 
three classes, according to size of windows and display space. 
If you have a big store, you will compete only with other 
big stores. If you have a small store, your competition is 
limited to stores of your class. 

Photograph your display and write a little letter about it. 
Any kind of a photo will do as long as it is good and clear. 
We have six hundred ($600.00) dollars to bestow—six prizes 
of a hundred ($100.00) dollars each. Wouldn't you like one 
of those centuries? In fact, there’s no rule which says you 
can’t win two prizes, both the store window and store interior 
display prizes for your class. 

There are no formalities—just send the photos and your 
letter to Electric Refrigeration Bureau, National Electric 
Light Association, 420 Lexington Avenue, New York City. 
Do it any time, just so the material is in New York on or 
before January 12, 1932. 


Award for Best 
Xmas Window. 

For store with window floor area of 50 square feet or 
less, $100; for store with window floor area of from 51 to 
100 square feet, $100; for store with window floor area of 
over 100 square feet, $100. 


Award for Best 
Xmas Interior. 

For store with interior display floor area of 200 square 
feet or less devoted to electric refrigerators, $100; for store 
interior display floor area of from 201 to 400 square feet 
devoted to electric refrigerators, $100; for store with interior 
floor area of over 400 square feet devoted to electric re- 
frigerators, $100. 

Well known men have been selected as judges who have 
no connection with the manufacture, sale or servicing of 
electric refrigerators, but whose wide merchandising expe- 
rience assures a wise and impartial selection of winners. 
The judges are: Frederick L. Wertz, display counsel; L. E. 
Moffatt, editor, Electrical Merchand.sing; Frank E. Watts, 
vice-president, Electric Light and Power. 

(The contest rules for both interior and window displays 
are the same.) (1) Display must feature electric refriger- 
ators, they may be of any brand or brands; (2) the display 
must be actually installed and in use at some time during 
November or December, 1931; (3) the display must have some 
Christmas or holiday appeal and must present directly or 
indirectly the idea of an electric refrigerator as a Christmas 
gift; (4) the display must contain some display advertising 
material as made available by the electric refrigerator manu- 
facturer—this may be in the nature of display cut-outs, signs, 
streamers or other material; (5) the display must contain 
some tie-up to the Electric Refrigeration Bureau—this tie-up 
may be the slogan design cut-out, window stickers, magazine 
advertisements or other material; (6) prizes will be given for 
the best display and judges will consider, in addition to the 
above points, sales appeal, attractive appearance, individual- 
ity and lighting effects for after-dark display; (7) photo of 
the display and letter of explanation must be in the hands 
of the judges not later than January 12, 1932. Letter must 
state the square foot floor area of the window or the scuare 
foot interior area devoted to electric refrizerators. 











50 DISPLAY WORLD 


The George Washington 





Bicentennial 


By JAMES HAY, Jr. 
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cently the United States George Wash- 
ington Bicentennial Commission decided 
upon the Houdon bust as the official 
George Washington portrait. Photo- 
graphs of this faithful portrait of Wash- 
ington, made from life by one of the 
most noted of French sculptors, will 
be distributed all over the nation, so 
that every home in America and every 
store may display this remarkable pho- 
tograph in windows throughout the 


WASHINGTON, D. C. land. Also, pictures of Washington 


HE year 1932, during which the nation will celebrate 

the two hundredth anniversary of the birth of 

George Washington, will witness one of the great- 

est achievements in display that the country has 

seen. No other subject than the life and festures of George 
Washington would justify visual treatment on any such scale. 
But taking advantage of that fact, the United States George 
Washington Bicentennial Commission early decided to make 
the likeness and the life of George Washington the most 
familiar thing in the country next year. The chief aim of 
the commission has been to stamp on the American mind: 
a realization of Washington’s greatness, and it saw at once 
the importance of display as a means of attaining that end. 

Accordingly the picture of George Washington will appear 
in more places and on more objects than any other picture in 
history. Already private enterprises have begun to do this, in 
the form of calendars, post cards and souvenirs. The tele- 
phone company of the District of Columbia has issued its 
new directory embellished with a fine replica of the Houdon 
bust of Washington. The features of Washington will appear 
on dining-car menus, programs of all descriptions and spe- 
cial bulletins. 

Ingenuity will find a way to interest the beholder by dis- 
play of Washington’s portrait in many other ways. Every 
device will be utilized to make the American people vividly 
aware of the life, the achievements, and the appearance of 
the man who more than any other made this America pos- 
sible. Displaymen all over the country are planning to in- 
corporate the spirit of Washington into their displays. This 
will be done in a number of different ways. Some plan on 
reproducing scenes of Mount Vernon, Washington’s home; 
Colonial interiors will appear in other windows, while certain 
displaymen plan heroic groups from Washington’s life. 

One of the great Washington displays in prospect will be 
held on Broadway, New York, next year. At first thought, 
the average American will wonder what connection Broadway 
can have with George Washington. History at once supplies 
the answer. When New York was the first national capital 
and George Washington was the first President, he lived on 
lower Broadway. Now every spot along Broadway known to 
have been associated with Washington is to be suitably 
marked and decorated. The whole street is to blossom forth 
into symbolic decorations and pageantry. All Broadway 
stores will be decorated suitably. The theatres will put on 
special attractions in Washington’s honor, for he is known 
to have been a great lover and steady patron of the play- 
house. 

It is planned to revive old plays that were popular in 
Washington’s day. In addition to these, special plays and 
pageants picturing Washington and his times will be pre- 
sented. Already this Washington Bicentennial celebration, 
which is to last the greater part of the year 1932, is being 
organized and planned, the Broadway Association having 
appointed committees to lay out the program, and the Great 
White Way can be counted on to outdo itself in display on 
such an occasion. The United States George Washington 
Bicentennial Commission expects similar community displays 
in other great cities. It will be one of the unique features 
of the bicentennial year, this celebration within a celebration, 
this special commemoration of George Washington by locali- 
ties within great communities, independent of the general 
celebration conducted by the great community itself. 

This, however, will be only the larger scale displays. Re- 





will be displayed in schools, churches, 

lodge rooms, and meeting places of 
patriotic, civic and religious bodies. As for the displays of 
the American flag, which George Washington is credited with 
having personally designed, nothing like it will ever have 
occurred in any country. Old Glory will be on view in liter- 
ally millions of places. 

Naturally private enterprise all over the country will 
prompt merchants to bring some touch of George Washing- 
ton’s life and times into their display windows, patterned 
after the standard set by Broadway. We may expect to see 
in show windows, samples of the costumes worn by George 
and Martha Washington and other famous people of their 
day. In furniture stores will be articles modeled on the ex- 
quisite and simple elegance of the furniture of Colonial days. 
Such displays of the tastes of those times may lead to height- 
ened popular interest in furniture and fittings of the same 
design and historic charm. 

One especially splendid and important display of next 
year will occur in the city of Washington, when all the more 
famous portraits of George Washington will be brought 
together in an exhibition. There are more than a hundred of 
these paintings and sculptures by the most noted artists of 
their time, in the form either of originals painted from life or 
of copies of these, made by the artists themselves. Included 
with these larger pictures will be many valuable miniatures 
of George and Martha Washington, also painted from life. 
All these objects are of immense financial as well as historic 
value. It would be impossible to get them together on any 
occasion other than this two hundredth celebration of Wash- 
ing’s birth. Many belong to individuals or in museums. 
Americans by the hundreds of thousands will come from all 
parts of the country to visit this single display. 

The national George Washington Bicentennial Commis- 
sion has intended from the first that the celebration shall 
be no great world exposition, no exhibit or ceremony held 
exclusively in one great center. It is to be a thing of the 
spirit, in the hearts of a grateful nation, celebrated by all the 
people in their schools, community halls and homes. The 
people are not to be brought to any central celebration; the 
celebration is to be carried to them. And it is they who will 
make it a stupendous success. But even in this, the commis- 
sion intends the display feature to have a big part. Essay 
contests will be held in schools and in colleges, with prizes 
for the best papers on George Washington. Addresses will 
be given and sermons preached all over the country, bearing 
on Washington and his place in history. But these more 
intellectual features will be but one phase of the celebration. 
The idea is not alone to study Washington’s life, but to see 
it in reproduction and on display. 

To that end the commission early employed specialists to 
prepare plays, playlets and pageants, picturing Washington’s 
life and his labors in the founding of America. When ready, 
as they will be in the early autumn of this year, these plays 
and pageants will be distributed on application and without 
cost to Americans in any community, the idea being that this 
is perhaps the best way of all to encourage and enable our 
people to take active part in the honors to George Wash- 
ington. By this means the whole of Washington’s life will 
be placed before the public, and the display will be given 
that most attractive form of all—living and thrilling drama. 
In order to insure accuracy in the presentation of the plays, 
the commission expects to supply colored plates, giving the 
exact cut and color of all uniforms and costumes to be worn 
in the performances. Not only this, the plates will be accom- 
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panied by instructions for the cutting and making of the cos- 
tumes. 

It is impossible to detail in this limited space the full 
scope of the plans and programs prepared by the United 
States George Washington Bicentennial Commission for the 
year of honor to Washington. To readers of this magazine, 
primarily interested in the arts of display, it is only neces- 
sary to say that in 1932, from Washington’s Birthday on 
February 22 until Thanksgiving Day at the end of November, 
practically the whole of George Washington’s life will be 
placed on view all over America, in the greatest historic 
display ever achieved. 





A BRIEF HISTORY OF 
W. P. YORK, INC. 

W. P. York, Inc., has engaged in the creation and pro- 
duction of advertising displays for the past seven years. The 
company was organized in 1924 by W. P. York and J. H. 
Watts, under the name of Peoria Display Company. Later 
the firm was incorporated, retaining the name of Peoria Dis- 
play Co. Two years ago the firm moved (for the second time) 
into larger quarters and the name was changed to W. P. 
York, Inc. 

The company, because of constantly increasing volume, 
has moved three times and is now located in a strictly mod- 
ern plant containing 40,000 square feet. Reproductions are 
made by silk screen process. Every known device that im- 
proves the process is included in the new plant. The firm 
plans to at once branch into other types of advertising dis- 
plays, using this process. 

Sales offices are maintained in nine principal cities of the 
east, middle west and south. The founder, W. P. York, will 
continue as president and general manager. James H. Watts, 
a partner in the original company, continues as vice-president 
and art director. 





Design Principles For 
Displaymen 
(Continued from page 9) 


right angled triangle whose three sides are in ratio to 3-4-5—a 
special case of the Pythagorian Theorem. 


In a papyrus entitled, “Directions for Obtaining of All 
Dark Things of Knowledge” by Ahms, we find that this an- 
cient mathematical hand-book puts us in contact with princ 
ciple as used by the Harpondapae, or rope stretchers of 
Egypt thousands of years ago. That the Egyptian, like 
the Indian and Chinese mathematicians, constructed a right 
angle upon a given line, by stretching a rope of twelve parts, 
divided in three, four and five parts around three pegs, thus 
forming a right triangle. 


Mr. Hambidge assumes, and proves pretty conclusively 
in his writings, that the above special case was discovered 
by the Egyptians and developed by the Greeks during the 
so-called classical period. 


It is highly interesting and useful to know and to demon- 
strate that these different laws as laid down first by the 
Egyptians, developed by the Greks, and explained by Mr. 
Hambidge, are practical in their application to mercantile 
display—that those rectangles bearing a square root rela- 
tionship with their ends are commensurable in power and 
can be used successfully by all of us in the presenting of 
merchandise. 


The next article will give you these shapes, or root rec- 
tangles that the Greeks and Egyptians used to apply their 
design over a given area. The principle to these root shapes 
is as applicable to the design of a frying pan as to a Parthe- 
non; from a window display in Squedunk, to one on State 
Street, Chicago. 

Please do not be alarmed at the words “root shapes” as 
in window parlance, only the measurements of your window, 
and when you learn to use them, will teach you to display 
your merchandise in your window in perfect harmony with 
the great cosmic laws. 
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“We Find Lower Display 
Installation Prices Mean 
Inferior Windows. 


says the Sales Manager of a 
large Drug Trade Manufacturer 


You cannot judge the sales producing power of 
a window by the price you pay to have your 
display material installed. 


The.sane and sound way to judge an installed 
window is by the number of sales it produces 
for you. 


Fisher installed windows create sales. They 
real tangible results . 
. not price . . .; they must 


produce results . 
and upon results. . 
be judged. 


Fisher windows produce sales because they are 
installed by expert window trimmers . . . be- 
cause they are intelligently planned . . . care- 
fully supervised. Furthermore, so you may 
know your display material has been satisfac- 
torily installed to produce maximum sales, pho- 
tographs are forwarded to you each week 
showing your installed windows. 


For a few extra cents it will pay you by virtue 
of more sales to use Fisher windows in 
Metropolitan Chicago. 


Investigate. 


a ee oe, 


Fisher Display Service, Inc. 


553 West Lake Street 
Chicago, Illinois 
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Display Service 
Activities 


JULY, AUGUST AND SEPTEMBER 
WITH THE S. J. HANICK CO. 

The months of July, August and September have been 
three real good months for us. We have installed over 
fourteen thousand displays in our territory and kept no less 
than forty-two men, the majority of whom support their fami- 
lies, busy for twelve to fourteen hours a day. The depression 
that so many narrow-minded people talk so much about did 
not exist in our organization and our clients felt the same 
way. In times of depression, window display advertising, 
without any doubt, is the most effective advertising medium. 

Amongst many of our clients (national advertisers) which 
we have served during that period are such as the Armand 
Co., American Oil Co., Bayer Co., Black Flag Co., Burma 
Vita Co., Coty Co., American Safety Razor Corporation, 
Bristol Myers Co., Dethol Co., Fruit Industries, Health 
Products Corp., Iodent Co., Kolynos Co., Lanteen Co., Mer- 
cirex Co., Nivea Creme Co., Ovaltine Co., Phillips Chemical 
Co., Plough Co., Dr. Scholl Co., Squibb Co., Unguentine Co., 
Veldown Co., the manufacturers of Cremo, Tennyson, Havana 
Ribbon and Bold cigars; the manufacturers of Clicquot Club 
ginger ale, Canada Dry ginger ale; the Rolls Razor Co., 
Booth Bottling Co., Céca-Cola Co., Blue Ribbon Malt Co., 
McAleer Co., Dupont Co., and many others. 

October, November and December contracts have already 
been made and we are keeping up our end of it and keeping 
over forty decorators busy continuously. 





e 

ROANOKE WINDOW DISPLAY 
SERVICE 

Fall business in Roanoke territory has been better this 
year by at least 15 per cent, reports G. G. Trueblood, man- 
ager, Roanoke Window Display Service. Contracts for Oc- 
tober consisted, among other things, of Lucky Strike cigar- 
ettes, Cremo cigars, Bayer’s aspirin, B. C. headache tablets, 
Gem blades, Ambrosia, Squibb’s household necessities, Camel 
cigarettes, Iodent tooth paste, etc. 





WINDOW DISPLAY A 
SPECIALTY 


A. J. Coffee & Son, display installation and house-to-house 
distributing concern, Macon, Ga., on classifying the stores 
in the Macon district find that they have covered and in- 
stalled displays in over forty drug stores, one hundred 
grocery stores and five hardware stores. All of the windows 
in their field are good, while some excellent space for na- 
tional display installation are available. Their contact with 
the house-to-house distributing field has broadened the scope 
of their work and has given them a keen appreciation of the 
value of good products . . . which results in better installa- 
tions. 





THE OLDEST DISPLAY SERVICE 
IN THE SOUTH 

The Memphis Window Display Service (the oldest in the 
south) has just informed DISPLAY WORLD that October 
was their “red-letter” month—being the best month since the 
opening of this service company seven years ago. The Mem- 
phis service has just signed up with the Hinze Ambrosia Co. 
for installations covering their entire territory. Also the 
Pycope Co. and the Iodent Chemical Co. 

Due to the increased use of display cards, an Embosso- 
graph machine has been installed and is being used to ex- 
ceptional advantage in local displays installed for retail 
druggists and ice cream manufacturers. Most of the local 
work is conducted from their Memphis warehouse, which is 
50 by 150 feet in size. 
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-WHEN YOU AWAKE IN 


THE MORNINGS... 

. your shivering knees dance a ballet of impatience 
while you spin around the room like a mouse hunting for its 
hole .. . waiting for the room to get warm... trying to get 
the windows closed and the radiator turned on. 

Now, Mr. Manufacturer and Advertiser, please don’t mis- 
understand us. The Southern Window Display Service & 
Sales, Inc., Charlotte, N. C., does not want you to come to 


the sunny southland. Gracious! No! ... Neither do they 
want you to be envious of them. But, there is one thing 
they would like to tell you. ... When the invigorating autumn 


blew its first cool breath on them they snapped right out, and 
are all pepped up to do some real work. 

We might say that they are in sort of an autumn reverie. 
They think back over the work they are doing for Liggett 
& Myers Tobacco Co., American Tobacco Co., R. J. Rey- 
nolds, Richard Hudnut, and the new contract they will start 
working on real soon—Hinze Ambrosia, Inc. . . . The tele- 
phone rings ... their reverie is broken. Only another manu- 
facturer’s representative calling for information regarding 
their window display service in North Carolina. 





THE CAPITAL DISPLAY AND 
ADVERTISING SERVICE 

The Capital Display and Advertising Service, Jackson, 
Miss., has just completed some outstanding campaigns for 
the following manufacturers: B. C. Remedy Co., Stanco, Inc., 
Bourjois, Inc., and Camel cigarettes. These display installa- 
tion contracts covered the entire state of Mississippi, parts of 
Louisiana and Arkansas. From reports that were received 
concerning these installations it would indicate that their 
crew is composed of experienced window displaymen. Their 
displays are always attractive and the campaigns installed by 
them in the past have always been sales productive. 

This display and installation organization was established 
two years ago. It is under the management of L. H. Wilkin- 
son, Jr., who was formerly associated with the McKesson 
Van Vleet Ellis Drug Co. His contact and knowledge of the 
drug field fits him admirably for display installation work. 


A FEW BLOCKS SOUTH 
OF EUCLID 

Mr. Displayman, have you ever been in Cleveland? Ii 
you have you have undoubtedly visited the Cleveland Win- 
dow Display Service, Inc., 2450 East Ninth Street, and it 
isn’t necessary to remind you of what you saw. But if you 
haven't visited Cleveland make a memo of the address and 
the next time you are in town take a look at that 1,500 
square-foot plant and see if it doesn’t inspire you with 
dozens of new display ideas. 

The service that the Cleveland Window Display Service, 
Inc., offers to displaymen and merchants starts with sketches 
which are made up by their artists, to the completed job. 
Whether your budget is small or large, your windows shal- 
low or deep, the display an opening or an anniversary, the 
decoration for the interior or exterior . . . a few blocks 
south of Euclid is the solution to your problems. 





W. P. YORK, INC., JOINS UNITED PRINTERS 
AND PUBLISHING GROUP 

W. P. York, Inc., creators and producers of advertising 
displays by the silk screen process, on October 1 became a 
member of United Printers and Publishers, Inc. General 
offices and plant have been moved from Peoria, IIl., to larger 
and finer quarters at Aurora, Il]. The new plant is modern 
in every respect and equipment is being added to further in- 
crease the economy and excellence of production. 

W. P. York, Inc., has sales offices in every section of the 
country with the exception of the far west. Among the 
accounts served by this firm are many prominent national 
advertisers. In addition to the production of general adver- 
tising displays the company engages in the manufacture of 
paint paddle displays. Present plans include branching into 
other types of advertising displays. 
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ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—l.ivingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO~—J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 





BUFFALO, ROCHESTER, ERIE and WESTERN NEW YORK— 
Dependable Installation Service. National Window Display Service, 
Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 


BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 








CALIFORNIA.—Larger cities covered daily; country towns every 
i4 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicage and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 
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NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchandised” displays 
that create sales instead of ordinary insta!lations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“‘Merchandised Window Displays.” 





NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. ‘Photo Checking System.” 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
eee on at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
16443 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
: 402 Industries Bldg. Dayton, Ohio 











RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
101 Commerce Bldg., Lobby. The only service covering Sioux City, 
Iowa, and Sioux Falls, S. Dak. 





ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley. 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
‘WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 











LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 


MILWAUKEE, WIS.—Stefan, Inc. The only organized window 
advertising service in the State of Wisconsin—nationally recognized 





as leaders. Write for our book, “The Firing Point.” 





NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR 


NEW JERSEY 


WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 








BE REPRESENTED IN 
THIS DIRECTORY 


Responsible local display services are invited to arrange 
for the listing of their companies in this directory. It provides 
a very effective contact with users of window display installa- 
tions. The cost is very low, only $3.50 per line per year. For 
example, a three-line listing will cost only $10.50 for a full 
year’s service. One-inch display ads cost $5.00 per month on 
annual contract, payable semi-annually in advance—$30.00 with 
order. Let us have order for your listing or ad to begin with 
the next issue. 
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1932 Display Trade 
Exposition at 
Chicago 


By I. L. BRADFORD 
SECRETARY, N. D. E. A. 
CHICAGO, ILL. 


HE purpose of a trade exposition is usually to 
stimulate interest in some particular line of 
products among people who should be interested. 
One of the major purposes of the N. D. E. A. 

Display Trade Expositions will be to stimulate interest 
among merchants, merchandise managers and department 
buyers, not alone in display equipment, but in the value of 
display itself. The members of the N. D. E. A. appreciate 
that displaymen as a whole fully realize the sales value of 
modern merchandise display, but there are men with author- 
ity in every retail organization who do not. The N: D:-E. A. 
as an association are using every effort to reach these men, 
the object being to convince them that display advertising 
merits a much larger investment than the average merchant 
is willing to consider. 

The N. D. E. A. Display Trade Expositions will all be 
planned and conducted with one principle object; that of 
demonstrating conclusively that merchandise display creates 
immediate sales and increased business, and should be given 
the same thoughtful consideration as any other valuable 
source of profit. No organization or group have ever before 
attempted to reach the merchant from the angle we have in 
mind and every displayman can assist materially by helping 
to educate merchants in the psychology of display as it is 
applied to better and more business. 

It is a recognized fact that displaymen have accom- 
plished in the past few years much along the artistic and 
constructive lines of merchandise display; in fact, the aver- 
age displayman today is far ahead of the average merchant 
or merchandise manager in his knowledge and conception of 
the technique of displaying merchandise. Appreciating this 
fact as we do it has seemed to the N. D. E. A. that all 
interested in merchandise display should, for the time being 
at least, devote more effort to educating the merchants up to 
the present standard. It would seem far more important 
right now that displaymen study how to impress their store 
management with the possibilities of display advertising and 
let the appreciation of their work catch up with their work. 

The N. D. E. A. is prepared to help in the accomplishment 
of these results. We, as an association, will not attempt 
to promote any particular type of display equipment or 
method of display, but we believe we can through our organ- 
ization render a considerable aid in creating in the minds of 
the men in control an increased consciousness of the value 
of display. A majority of merchants will freely admit that 
window display is more profitable than any other medium, 
based on cost, yet we learn from their own figures that less 
than one-half of one per cent of gross sales is allotted to the 
display department, against 4 per cent of gross sales to other 
mediums. 

The N. D. E. A. Display Trade Expositions will be con- 
ducted in such a way that each will be one step forward in 
our efforts toward convincing merchants that their store’s 
displays possess business getting possibilities which justify 
more serious consideration and a much larger share of the 
yearly budget than has heretofore been considered necessary. 

The first exposition to be sponsored by the National 
Display Equipment Association will be held in Chicago at the 
Sherman Hotel, in June, 1932. Display manufacturers chosen 
to exhibit at this time will be the largest and most progres- 
sive members of the display industry throughout the United 
States, and will show for the first time their advance ideas 
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and designs for the current season. No one interested in the 
profitable displaying of merchandise can afford to miss it. 

The secretary of the National Display Equipment Associa- 
tion, 300 West Adams Street, Chicago, will gladly reply to 
any inquiries relative to the work being carried on by the 
N. D. E. A. or give further information to any one interested 
in the 1932 exposition. 


Who They Are and 
What They Say 


(Continued from page 14) 

I secured a piece of canvas five and one-half feet 
by seven and one-half feet from one of the theatres 
and went to work. I only had ten days in which to 
complete the display, but as I was not an experienced 
painter those ten days were none too many. The paint- 
ing was finally finished, the display installed, and the 
window opened . . . . which, I am proud to say, was my 
first big success. The display drew thousands in front 
of the store for days. The newspapers of the city 
had my picture in the papers with a long story. 

The following year I was to go to Paris to study. 








—“Harvest Sale” a very recent “Harper” 

display illustrates again the power of real- 

ism in the show window. The reproduction 

of a “Harvest” scene (which idea was car- 

ried out in the entire front) created a dis- 

play, advertising and merchandising tie-up 
that produced results— 


My expenses were to be paid and I at last thought my 
dream was to come true. More than one air-castle has 
crumbled, and 1918 and the World War prevented my 
studying abroad. Instead, I stayed on, continued work- 
ing for the same store and the next few years found 
me display manager for their six stores. 

I then made a change and went with Worth’s in 
Hartford, Conn. After a few seasons at Worth’s I 
resigned to accept my present position with The Levitt 
Co., Bridgeport. 

Display work to me has always been extreme inter- 
esting. It’s hard work, real hard work, and it is the 
making up your mind that you can do things that gets 
you there. I wouldn’t change my profession for any- 
thing, as I believe I have found my life work. 





WAHLBERG HEADS DAVIDSON- 
PAXON DISPLAYS 
M. H. Wahlberg, formerly with Ballard & Co., Worcester, 


Mass., has been appointed display manager of the Davidson- 
Paxon Co., Atlanta, Ga. He succeeds E. Munn. Mr. Munn 


. has been appointed display manager for a New York State 


store. This notice will be found elsewhere in this issue. 
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SCHACK’S NEW CHRISTMAS BOOK 
OF DECORATIVES 

Did you get your copy of this “big wonder book” of 
Christmas decoratives? If not, you are missing a great 
opportunity to obtain new and original decorative sugges- 
tions that will prove a wonderful help to you in working out 
your Christmas displays. This new Christmas book of Deco- 
ratives published by the Schack Artificial Flower Co., Chi- 
cago, is without a doubt the best book this enterprising firm 
has issued in all their thirty-eight years of service to the 
displayman and merchant. 


j 



































—The attractive post decoration illustrated 
above is but one of many displays illustrated 
in Schack’s new book of decoratives— 


Schack’s new Christmas book of twenty-four pages is 
printed in four-color process printing and illustrates a great 
variety of all kinds of decoratives suitable for the coming 
Christmas season. Illustrated herewith is a post decoration 
which is just one of the many decorative designs shown in 
this big book. 

Write the company for a copy of the new book and it will 
be mailed you free. When writing tell them you read all 
about this big Christmas book in DISPLAY WORLD. 





WASHABLE POSTER BOARD 
INTRODUCED BY CORNELL 

An announcement of great interest to displaymen, display 
producers and show card studios comes from the Cornell 
Wood Products Co., 307 North Michigan Avenue, Chicago, 
to the effect that they have perfected a washable board to be 
called Cornell De Luxe Show Card Board. It is to be had 
in various non-fading, sun-fast colors and can be washed 
over and over again. Board and its color finish is water- 
proof. This new product should win the favor of all pro- 
ducers of show cards, poster panels and screen process dis- 
plays. The manufacturers will send samples on request. 
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PINE TREES 


Use Them Freely For 


Christmas Displays 


Make your holiday displays stop the 
crowd. Get that holiday atmosphere 
that only pines can give. Recreate out- 
door Christmas scenes of human inter- 
est. Trees and wreaths of all sizes for 








display or resale. 






New Low Prices 


Write for 16-Page 
Catalog—IT’S FREE! 


North Ridge 


Pines 


Freeport, Ill. 
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Sell More Small Gifts With 
Electric Lighted Units! 
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WA Get “double action” from your window displays! Onli-Wa 
= moderne maple and walnut electric lighted units not only 
s display gifts to better 


advantage, but cast a 
soft light, which makes 
an exquisite setting for 
merchandise ... shoppers 
can’t resist. Order to- 
day from Onli-Wa! 
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It’s Never Too Early 
To Plan Displays 


By G. HAROLD MESSMORE 


MESSMORE & DAMON, 
NEW YORK CITY 


HE entire United States is to become alive with 
local celebrations, which will begin on Washing- 
ton’s Birthday, February 22, 1932, and continue 
through Thanksgiving Day, November 24, 1932. 

States, cities and towns will compete with each other in do-nz 
honor to the memory of Washington. The United States 
3icentennial Commission is helping all alike. It is not 
centering its efforts in the city of Washington, nor in any 
other place. It is taking the celebration to the people. In 
every town the people are to do their own celebrating. 

In keeping with the desire of Congress, expressed in a 
joint resolution approved December 2, 1924, that the states 
and their political subdivisions cooperate with the federal 
government for the celebration of the two hundredth anniver- 
sary of the birth of George Washington, the United States 
3icentennial Commission has actively urged the appointment 
of Bicentennial Commissions in each state and territory and 
committees in every city and town. The majority of the states 
have appointed such commissions and the smaller communi- 
ties are rapidly choosing committees. 

The Hon. Sol. Bloom, associate director, early realized 
the noteworthy part and leadership the displaymen of the 
country could take in using their facilities to bring before 
the public in a' dramatic way, the life of George Washington. 
He laid his plan before the I. A. D. M. convention at Boston 


—tThis effective George Washington ban- 
ner, produced by Messmore & Damon, Inc., 
is finished in gold, bronze, ivory, weather- 
proof and in flexco relief. It comes in two 
sizes, 24” x30” and 36” x 44”— 
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last June and every member endorsed it. The Hon. Sol. 
Bloom invites every display manager in America to write 
the George Washington Bicentennial Commission in Wash- 
ington, D. C., for any information relative to the celebration. 

The Bicentennial Commission conferred with Messmore 
& Damon, New York, to work out a plan to dramatize the life 
of George Washington in a float pageant. A commission 
headed by Professor Albert Bushnell Hart, noted authority 
on the life of Washington, with Dr. Fitzpatrick, Dr. Madde- 
son, and other authorities on Washington’s life, conferred, 
and Messmore & Damon have just completed the master 
designs. The plan comprises a correct historical review of 
Washington’s life, from his boyhood to the end of his career. 
The historical committee also selected a number of events 
in Washington’s life that could be dramatized for window 
display. Again Messmore & Damon designed and have all 
ready completed these dramatic scenes, -in the. third dimen- 
sion, which are available on a rental basis for stores. They 
are so arranged to fit any window, and are scaled three 
inches to the foot. 





NEW ACCOUNTS FOR 
STENSGAARD 


The Hoover Company has appointed W. L. Stensgaard 
and Associates, Chicago, as their display agency for the year 
1932. As such they will assist the Hoover Company with 
planning and executing the presentation of Hoover merchan- 
dise at the point of sale. The American Asphalt Paint Co. 
has also selected this agency. In this capagity they will assist 
in the planning and execution of all sales -and advertising 
plans for Valdura products. The first campaign to be re- 
leased shortly will cover a new product, “Valdura Asphalt 
Aluminum Paint.” It is said the campaign is to be rather 
elaborate and extensive. In addition, W. L. Stensgaard and 
Associates, Inc., are also serving the Hickok Manufacturing 
Co., Bradley Knitting Co. and others. Mr. Stensgaard has a 
broad retail experience, also having served three years as 
president of the International Association of Displaymen, and 
for three years was sales and merchandise manager for the 
Montgomery Ward retail stores. He resigned that position 
early this year to organize his new company. 





NINE NEW SHADES IN THE 
WINTER COLOR CARD 


The Textile Color Card Association has recently sent its 
members swatches of nine winter colors. The new colors 
supplement the 1931 fall colors. 

Red plays a very prominent role in the new colors. Bagdad 
red is a terra cotta tone. Brique, a darker shade, is a new 
version of rust red. Tomato red has a yellowish cast. Green 
is represented in Persian lime, a subtle yellowish green of 
olive tones. Hollywood green is a bright, vibrant hue. It 
will probably be seen in sports and evening wear. Brown is 
represented in Sultana, a rich, deep shade with a suggestion 
of mauve. Paris beige, slightly rose-tinted, as a complement 
of brown, as well as a contrasting note with black, green, red 
or rust. Another lighter shade is Persian gold. Empire 
purple is a hue reminiscent of the court life of Second Empire 
days. 





OPEN FINE MODERN 
SHOW ROOMS 


Really fine modern decoration for° commercial purposes 
the display of gowns, to conform with the decorative scheme 
double windows of delicately encrusted opaque glass which 
has been given a boost in the new wholesale showrooms of 
the Fair Waist and Dress Company, 1400 Broadway, New 
York City, the work being done by Jac Lessman, 502 Park 
Avenue, well known decorator of apartments and homes. Jac 
Lessman has been assailed by many garment manufacturers 
to do their showrooms, but he will listen only to those who 
are willing to give him carte blanche. He feels that just as 
he would not presume to advise them on the style or shade of 
a dress, so they should leave it to his good taste and expe- 
rience to give them a show room to be proud of. 
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of several that he intends opening. 
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Display Activities 
In the Field 


ST. LOUIS DISPLAY CLUB 
ELECTS OFFICERS 


Roland Spies, Bader’s, on reporting the first fall meeting 
of the St. Louis displaymen’s club, presents the club plans 
for the 1931-32 season. St. Louis displaymen are going to 
work with the Neighborhood Business Associations and give 
fifteen-minute talks at their meetings on merchandising, spe- 
cial sales and display work. They are also going to conduct 
display contests among neighborhood merchants. 

The following men were elected to officiate during the 
following year: Syl. C. Rieser, president, Laclede Gas Light 
Co.; Otto S. Lasche, vice-president, Klines; Roland Spies, 
secretary, Bader’s; Edward Pluth, treasurer, Erker’s. The 
executive committee consists of the following men: Melvin 
Crohn, Crohn Display Service; Samuel Brown, Brownie 
Woodcraft Co.; E. Frank Grimm, Grimm-Lambach Co.; 
R. A. Wilkes, Jansen Drug Co.; George Arensmeyer, Display 
Service Studio, and A. C. Raining, Boyds. 





DAYTON DISPLAYMEN’S 
ASSOCIATION 


Everett W. Quintrell, president, Dayton Displaymen’s 
Association, and advertising and display manager The Elder 
& Johnston Co., Dayton, reports the last meeting of the club 
which was held in the main dining room of The Elder & 
Johnston Co., October 26. 

Guests at the meeting were Robert Elder, vice-president, 
The Elder & Johnston Co.; Jacob Margolis, president, The 
Metropolitan Co., and Miss Rosenthal, publicity director, the 
Community Chest. The meeting resulted in a discussion of 
how Dayton displaymen can help put over the 1931 Com- 
munity Chest message and campaign. It was suggested that 
one window in every Dayton store be devoted to a Com- 
munity Chest display during the period of the campaign. Mr. 
Quintrell was made chairman of the committee to work up 
plans for the displays. 

On Tuesday, October 27, another meeting was called and 
Miss Rosenthal offered materials for displays from the va- 
rious agencies receiving aid from the drive. She also dis- 
played the official poster for the campaign. At this meeting 
it was decided to trim all the windows in vacant store rooms 
with special Community Chest material. 





MUNN DISPLAY MANAGER 
J. N. ADAMS & CO. 


When R. H. Macy, New York City, opened their Atlanta 
(Ga.) store, Davison-Paxon Co., Edward Munn, then display 
manager Franklin Simon, New York City, was appointed 
display manager. Executives of the J. N. Adams & Co., 
Buffalo, N. Y., have just announced that Mr. Munn has been 
appointed display manager to succeed Olaf H. Tidlund. Mr. 
Tidlund, who has resigned, came to Buffalo from New York 
City, where he had been first assistant display manager of 
Stern Bros. since 1927, and previously had occupied display 
positions with the Faber Studios, Tulsa, Okla., and the 
Crowley-Milner Co., Detroit. Mr. Tidlund has gone to New 
York and has not announced his plans for the future. 





B. R. GASQUE APPOINTED DISPLAY 
DIRECTOR FOR HARLLEE’S 


B. R. Gasque, formerly display director for Gilmer’s, Inc., 


‘chain stores, has been appointed to a similar position with 


Harllee’s, Inc., Rockingham, N. C. F. E. Harllee, the owner 
of this organization, was formerly president of Meyers De- 
partment Store, Greensboro, one of the largest enterprises 
in North Carolina. This new store represents the first unit 
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...@ notable addition 
to the famous 
“Perfect Stroke” Line 


WAZ=DAR 


PROCESS COLORS 4 SUPPLIES 


The trend in show card and display work is to the 
increased use of processed material. To meet your 
needs for these essential items the “Perfect Stroke” 
line of Brushes and Supplies now includes the fol- 
lowing nationally famous Naz-Dar Process Colors 
and Supplies: 





Silk Screen Process Paste Paints, Paint 
Reducer, Tire Cover Process Paint, 
Water Process Colors, No-Clog Var- 
nish, Silk Screen Lacquer Paste, Stencil 
Filler, Silk Screen Filler, Filler Re- 
mover, Silk Stretchers, Printing Units. 


WRITE FOR CATALOG SUPPLEMENT 
OF ALL NAZ-DAR PROCESS SUPPLIES. 


Bet LD 


Ohe House of Perfect Stroke” Brushes and Supplies 
126 TOI3O0 E.THIRDST. DAYTON. OHIO. 
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Universally acclaimed « fast 
and efficient » better 
work at a bigger profit 


“We use only 
Paasche Air- 
brushes for 
our finest 
work.” — 
Duke Well- 
ington (Pub- 
lix Theatres). 





TYPE H 


Airbrush 


Window trimmers, cardwriters and decorators, 
who do coloring, lacquering, stenciling, bronzing, 
tinting, spotting, blending, shading and stippling 
find this Paasche unit ideal for their require- 
ments. With the widest range of utility—applying 
anything from a fine line to a wide spray or 
stipple effect in the heaviest or lightest colors; 
easily and quickly adjusted; low in cost; out- 
standing in performance—this unit has no equal. 
Write today for prices and complete information 
on the Paasche Displaymen’s Units. 


faasche Mirbrush bo 


1902 DIVERSEY PKWY., CHICAGO 


Branches in all principal cities, Canada, and foreign countries. 
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Patents for 
Display 


By RAY BELMONT WHITMAN 
PATENT ATTORNEY 


EDITOR’S NOTE: This department, conducted by 
our Patent Editor, Mr. Whitman, of 230 Park Avenue, 
New York City, keeps us advised of the latest patented 
inventions each month in the field of advertising dis- 
play. He offers to the readers of DISPLAY WORLD 
personal advice without obligation on any subject con- 
nected with patents, trade marks, designs or copyrights. 
All inquiries should be addressed to “Patent Editor,” 
care of DISPLAY WORLD. 


HE history of many inventors and their projects 
serves to bring out the lamentable fact that many 
a dollar of precious capital and many a month of 
wasted labor could have been saved, had the in- 
ventor only taken the pains to obtain more information in 
regard to the device he was working upon, or in regard to the 
efforts which others might already have put forth upon the 
same or a similar device, or in regard to the procedure 
necessary to obtain a patent for it, or in regard to the market 
for the device after it was perfected. 
The Evidence of 
Conception. 

Having now conceived an idea which the inventor feels is 
valuable enough to go further with, he should, as the next 
step, protect himself against any one else, either un- 
scrupulously or accidentally, proving priority of invention 
and the right to a patent. One way to do this is to prepare 
what is known as an “evidence of conception.” The inventor 
writes a detailed description of the complete invention in his 
own words, on a typewriter or with pen and ink; and makes 
also any necessary rough sketches to illustrate the invention 
(unless it be a chemical process or like invention where this 
is impossible). On the last page he affixes his name and the 
date, either in the presence of two witnesses, preferably per- 
sons outside his family, or better, before a notary public, who 
will attest his signature as of that date, and affix the notary 
seal. This original document should always thereafter be 
retained by the inventor with other valuable papers. If it has 
been prepared on the typewriter, which is preferable, a carbon 
copy should be made and used to submit the invention to his 
attorney later. 

By this simple means, the inventor is always able to prove 
first conception of his invention at the date noted, and this 
is often of great importance, for many times others are 
inventing in the same field and without knowledge of their 
competitors’ activities. Occasionally, too, where attempts 
are made to improperly appropriate the inventor’s idea, he is 
able later on to substantiate his prior rights to the invention 
and a patent thereon. Such an instance as this last occurred 
to a client of the author, who won a suit on a phonograph 
motor patent that went up to the Supreme Court, largely upon 
an evidence of conception which he had written informally 
on the back of a dance program, but which he had been 
careful to properly sign, date and witness. 

It is highly important also that the inventor maintain a 
similar record in writing, properly dated and witnessed, giv- 
ing other information which also may be needed later, in- 
cluding: (1) the date that the invention was first disclosed to 
others, with their names and the circumstances of the dis- 
closures; (2) the date when the first sketches and working 
drawings were made—the drawings themselves to be suitably 
signed, dated and witnessed; (3) the date when the first 
operating model was made, together with information as to 
who made it, and the original bills for material, where ob- 
tainable; and (4) all the models themselves, made during the 
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development of the idea, should be carefully preserved. All 
this data enters into a proper prosecution of what is called 
an “interference,” in which the application for patent some- 
times becomes involved. 

The inventor having now established his or her “evidence 
of conception,” may take the next step, which is: 

Finding a Good Patent 
Attorney. 

There are some 12,000 or more patent attorneys registered 
to practice in the United States Patent Office, and of these 
probably 2,000 get most of their income from the preparation 
and prosecution of patent applications, and their exploitation 
and litigation. These men are all professionally-trained men, 
and, with perhaps some rare exceptions, honest and ethical 
in all their dealings. However, they, like doctors, dentists, or 
other professional men, vary in their degree of ability or 
skill. 


Patent Attorneys 
to Avoid. 

Some attorneys are too young and with too limited expe- 
rience or education to understand fully how to properly pro- 
tect a valuable invention. Others are too old to be at the 
height of their mental power, or not aggressive enough in 
combating the Examiner’s objections, during prosecution of 
the case, to obtain all the protection that the inventor is 
entitled to. 

Some attorneys get their clients through advertising 
methods, and instead of conducting a professional practice, 
work on the “once only” plan, getting the maximum possible 
fees from the inventor for the minimum allowable work. 
Needless to say, this latter class of attorneys do their work 
so poorly that their patents are usually of little or no prac- 
tical value. 

Other patent attorneys devote most of their time to court 
litigation, and very little to Patent Office practice, or the 
preparation and prosecution of patent applications into 
patents. So they have little real skill in such work, and 
especially in the drafting of the “claims” in patents, which 
is the important and really protective part of these legal docu- 
ments, of which more hereafter. 

Again, many patent attorneys are merely lawyers, with 
but little knowledge of the sciences or engineering, and so 
are seriously handicapped in patenting inventions, especially 
if they are very technical. 


The Ideal Patent 
Attorney. 

The ideal patent attorney is one who not only has a 
thorough working knowledge of patent law and procedure, 
and especially Patent Office practice, by virtue of a proper 
education and long experience in the work, but who is also 
a graduate engineer and with a successful experience in that 
profession. Such a man, whose mind is trained both logically 
and analytically, is best able to properly represent an in- 
ventor. 

(The Patent Office, in fact, requires each of its 

Examiners, who examine all inventions before deciding 

to grant the patents, to be technical graduates, trained 

in scientific subjects. And the time is not far off when 

this same requirement will be made to apply to patent 

attorneys, for they are required to do not only every- 
thing the Examiner must do, but many things also 
which are far more technical. At present, however, any 
young law student who has completed a course of study 

in general law and been admitted to the bar, can pre- 

sent his certificate and become registered to practice as 

a full-fledged patent attorney !) 

If the inventor does not know of a really able attorney 
with a record for taking out good patents, he should try to 
locate some inventor who has made a monetary success from 
his patents, and find out whom he employed. Where, how- 
ever, this is impossible, then engage some well-known attor- 
ney who represents, or has represented, some large corpora- 
tion—which would ordinarily be real proof of his ability—and 
who may be located in one of the large cities. 

Another test in determining a good patent attorney, and 
perhaps the best of all, since it is one that almost never fails, 











ae ae 6 a. ee 


— SS ow 


rt 
he 
to 
od 
ch 


ith 


lly 


ire, 
per 


we 


ney 
y to 
rom 
iow- 
‘tor- 
ora- 
-and 


and 
fails, 










November, 1931 





is to check up some past work of the attorney before you 
engage him. This may be done by asking the one whom you 
may be considering hiring to loan you, say, eight or ten 
copies of patents, chosen at random, which he has prepared, 
as evidenced by his signature on their drawings. Then put 
these patents through the method of analysis explained later 
under the heading “How to Analyze the Real Protection in 
Your Patents.” If the results show that the particular attor- 
ney’s work is not considerably above the average, based upon 
this analysis, consult someone else, and repeat the test until 
you finally locate one whose work does measure up to these 
requirements. 

Since your attorney’s skill and knowledge of patenting is 
going to have much to do with your success with your inven- 
tions in future, you should leave nothing undone to get a very 
good one in the beginning; for having once found such a 
man, you will probably want to retain him on all such matters 
in the future, and this association will, as the years go by, 
become increasingly valuable, and you will learn more and 
more how to co-operate with him and he with you. It is by 
such co-ordination of effort between attorney and client that 
the best successes come. Having once chosen your attorney, 
you should put your complete trust in him, and follow his 
advice, although there is no harm done in checking up his 
work from time to time to see that it is kept up to par. 

If you follow this careful and painstaking method of 
choosing and retaining your attorney, you will be saved 
many of the most serious pitfalls which beset the inventor, 
such for instance as serious loss of your rights due to the 
attorney's inability to properly understand or claim your 
invention, necessitating additional expense of reissuing the 
patent to correct it, and even, in many instances, inability to 
do so, after the time has expired; or, loss of a profitable sale 
or license through not having an attorney who is well re- 
garded by the prospective purchaser. 





Questions and 
Answers. 

EADERS are urged to avail themselves of this free serv- 

ice for advice on the subjects of Patents, Trade Marks, 
Designs and Copyrights. If a personal answer is desired a 
stamp should be enclosed with question, otherwise the ques- 
tion and its answer will appear in this section in the first 
available issue. Address all questions to the Patent Editor 
in care of this magazine. Write on one side of the paper 
only, giving full name and address and business connection 
(only initials will be published if requested). 

Q. I have obtained a patent on my invention but am 
now told that I may not have the right to manufac- 
ture and sell it without infringing some patent belong- 
ing to another. I thought the Government would not 
grant a patent unless it was free of such infringement ? 
Please advise what is the fact—C. W. F., New Haven. 

A. The government grants patents irrespective of possible 
infringement. The search made by the Patent Office before 
the granting of a patent is only directed to determining 
whether the invention is new and patentable. It may be only 
an improvement of some other person’s patent, in which case 
that earlier patent might be infringed. Thus, you would 
have the right to prevent others from infringing the claims 
of your patent without having the right yourself to use your 
own invention without infringing the rights of others. This 
point will be explained fully in a later article of the series 
being run here. 

Q. Is it possible to sell or license a patent right on 
an invention before the patent has issued and while it 
is still in the application stage °—Irving Bloch, Tampa. 

A. It most certainly is. In fact many valuable license 
royalty contracts as well as outright sales of patents are 
effected before the patent has issued. After you have filed 
your application you can proceed to try and market your 
invention and patent-right-to-be. 

Q. What is the total cost for filing a patent appli- 


cation on a simple invention and how much more will 
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IN THE CRESCENT LINE— 
OFFERING THE LARGEST 
ASSORTMENT OF BOTH 
PLAIN COLORS AND FANCY 
SURFACED BOARDS— YOU 
ARE BOUND TO FIND EX- 
ACTLY WHAT YOU NEED 
FOR FINE FALL SHOW 
CARDS. 


WRITE FOR SAMPLES OF 
OUR NEWER BOARDS. 
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it cost before the patent has been obtained? 


Gray, Forest Hills, L. I. 

A. About one hundred and fifty dollars ($150.00) should 
cover the cost of preparing and filing the papers, including 
the drawing, the attorney’s fees and the government filing 
fee of twenty-five dollars ($25.00); thereafter two or three 
amendments at perhaps twenty-five dollars ($25.00) each and 
a final fee of twenty-five dollars ($25.00) to the government 
will secure the patent. These latter expenses, however, are 
spread over several years, usually. 

Q. Does it pay to take out many foreign patents ? 


L. T. A., Detroit. 

A. It usually does not pay to take out many of them but 
often it is advantageous to protect the invention in the several 
most important foreign countries, such as Great Britain, 
Germany, France, Canada, Japan and possibly one or two ot 
the South American countries. This advice, however, is 
general and much depends upon the specific circumstances. 

(A) 1,822,569. DISPLAY OR SUPPORTING STAND. 
Morris M. Einson, Yonkers, N. Y., assignor to Einson-Free- 
man Co., Inc., Long Island City, N. Y., a Corporation of New 
York. Filed June 16, 1930. Serial No. 461,408. 1 Claim. 
(Cl. 211—24.) 

A supporting device of the class described composed of 
two sheet blanks identically alike, said blanks each having 
foldable ends, said ends terminating to form hooks, said 
hooks interlocking together when said device is set up for 
operation, and said engagement of hooks providing a de- 
tachable pivotal connection between said members. 

(B) 1,822,570... DISPLAY DEVICE. Morris M. Einson, 
Yonkers, N. Y., assignor to Einson-Freeman Co., Inc., Long 
Island City, N. Y., a Corporation of New York. Filed July 
26, 1930. Serial No. 470,998. 8 Claims. (Cl. 40—126.) 

1. A display or advertising device of the class described 
composed of a single sheet foldable on itself so as to repre- 
sent a plurality of sections or parts piled one on top of the 
other and said sheet being folded and having its ends united 
together so as to form a structure folding as a single unit 
into a flat or a collapsed condition. 

(C) 1,824,682. KNOCKDOWN SECTIONAL DISPLAY 
SHELVES. Edward Llewellyn O’Neil, London, Ontario, 
Canada. Filed September 8, 1930. Serial No. 480,541. 3 
Claims. (Cl. 211—148.) 











3. Knockdown sheet metal display shelving, comprising a 
base, a plurality of shelf members having vertically aligned 
orifices therein, a tubular standard member connected to the 
base, a sleeve member forming a tubular stem depending 
from each shelf section concentric with its oriffice, a con- 
necting sleeve inserted at one end in the stem of one shelf 
member and extending at its opposite end through the orifice 
of the other shelf member into the stem thereof, and means 
for locking the sleeves and stems together. 


(D) 1,824,721. DISPLAY DEVICE. Hugh J. Jones, Den- 
ver, Colo. Filed July 13, 1929, Serial No. 378,080. 12 Claims. 
(Cl. 40—33.) 

1. In a display cabinet adapted to present a plurality of 
displays successively in a recurring cycle and to make the 
change from one display to the next during the time the 
curtains of said cabinet are closed, a frame, a revolving cam 
carried by the frame, a cam actuated lever, pivotally mounted 
on the frame, a pair of pivotally mounted shafts carried by. 
the frame substantially parallel with said lever, a pair of 
arms adjustably secured upon said shafts and adapted to 
contact with and be actuated by said lever to give said shafts 
an oscillating movement, spring means adapted to maintain 
the lever in contact with the cam, and a pair of arms ad- 
justably secured upon said shafts and connected to said 
curtains whereby at each revolution of the cam the curtains 
will be closed and will remain closed for a predetermined 
period of time, and will then be opened and remain open for 
a predetermined period of time. 


(E) 1,824,683. COMBINED DISPLAY AND STORAGE 
UNIT. William E. Peterson, Sioux Falls, S. D. Filed June 
23, 1930. Serial No. 463,124. 4 Claims. (Cl. 312—118.) 

3. A combined display and storage unit including a pair 
of side walls having inclined front and inclined top edges, a 
front wall disposed at an inclination corresponding to the 
inclination of said front edges, a top wall disposed at an 
inclination corresponding to the inclination of said top edges, 
said front and top walls being secured to said side walls, said 
front edges inclining rearwardly from the bottom to the top 
thereof, said top edges inclining upwardly from the forward 
to the rear edges thereof, a foot piece secured to and project- 
ing from the bottom of said side walls at the forward ends of 
said walls, a nosing secured upon said foot piece and spaced 
from the lower end of said front wall, and a shelf secured 
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between and projecting rearwardly from said side walls, said 
shelf extending at an upward inclination throughout from 
its inner to its outer edge. 

(F) 85,007. WINDOW DISPLAY STAND. Jack L. Siny- 
kin, St. Paul, Minn. Filed June 19, 1931. Serial No. 40,271. 
Term of patent 7 years. 

The ornamental design for a window display stand sub- 
stantially as shown. 





THREE DISPLAY PATENTS GRANTED 
EINSON-FREEMAN 


M. M. Einson, president of Einson-Freeman Co., Inc., of 
Long Island City, N. Y., lithographers, specializing in counter 
and window display advertising, was notified by the patent 
office that patents were granted him on two types of pyramid 
displays. 

No. 1,822,570 represents the Listerine: type and No. 1,822,571 
represents the Mulsified Cocoanut Oil pyramid type. The 
pyramids are lithographed on one piece, assembled and 
shipped “knocked down.” By opening up and locking a few 
tabs, they are ready for display. Many national advertisers 
have already accepted the pyramid display as a merchandis- 
ing unit to replace empty cartons for display purposes. 

The third patent granted, No. 1,822,569, is a tire holder 
made in two sections. A very simple locking device makes 
it unnecessary to glue or use fasteners of any kind to set up 
and hold a tire of any weight or other heavy merchandise. 
The weight of the objects clamp the holder in a vise-like 
grip. 

The Einson-Freéman Co. are owners of the basic patent of 
the famous double-tier containers and many other advertis- 
ing display devices. 





WINNERS IN BROOKLYN THIRTY-FOOT 
FRONTAGE WINDOW DISPLAY CONTEST 


For the third year Brooklyn, N. Y., has conducted a 
window display contest for stores whose frontage does not 
exceed thirty feet. The first prize was awarded to the Foot 
Saver Shoe Company, 19 Bond Street. This announcement 
was made by Fred J.. Zeitz, chairman of the lighting and 
window display committee. Truly Warner Co., Inc., 391 
Fulton Street, was awarded a bronze metal for second prize. 
Honorable mention was awarded the following: Schrafft’s, 
Fanny Farmer, A. S. Beck, Wise Shoes, Chuck Full O’Nuts, 
Thom McAn. The awards will be distributed by Henry J. 
Davenport, president of the Downtown Brooklyn Associa- 
tion, at the annual meeting, which is to be held in the early 
part of January. 

The committee of awards comprised the following display 
managers: John A. Rosenberg, Abraham & Straus, Inc., 
chairman; Charles de Vausney, The Namm Store; J. C. 
Chambers, Frederick Loeser & Co.; Eugene Podell, Martin’s; 
Harry Dietzel, Oppenheim, Collins. 
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BUSINESS IS GOOD WITH 
ONLI-WA 

“Believe it or not,’ business is good with The Onli-Wa 
Fixture Co., Dayton, Ohio. Word from J. H. “Jack” De 
Weese, president, is to the effect that the plant has even 
been (and still is) working nights. 

A recent Buffalo (N. Y.) installation, of which Onli-Wa 
is very proud, is that of the new clothing department of 
Victor & Co. The ever-popular antique walnut and chrome 
design was chosen. Another order from Buffalo, that bustling 
and highly successful store, The Kleinhans Co., was received 
with pleasure and appreciation by Mr.-De Weese. The order 
called for a special interior display unit in walnut and maple 
which was designed by Clement Kieffer, Jr. 

French, Shriner & Urner, manufacturers, whose men’s 
shoes are among the very finest produced in America, have 
just opened another retail outlet, in Forty-second Street, 
New York City. Onli-Wa equipment was selected. Mr. 
De Weese reports that his company has just fitted up 
Field’s ready-to-wear store in Dayton; another “home town” 
order which disproves the old adage that “A prophet is not 
without fame save in his own city.” Field’s remodeled their 
entire front in Fifth Avenue style, largely through use of 
birds-eye maple and chrome design. Friends say it is easily 
the most attractive store front of any ready-to-wear estab- 
lishment in the Gem City. 

Another nice Dayton order came to the Onli-Wa organiza- 
tion from the well known Rike-Kumler Co. Ray’s Model, 
also of Dayton, has been fixtured with a walnut and chrome 
arrangement. 





FANETTE OPENING 
SENSATIONAL 

The sensation on upper Broadway, New York City, this 
week has been the opening of Whitman's new millinery shop, 
Fanette, where in smart modern surroundings any customer 
is fitted to her personality and made into a twentieth century 
Empress Eugenie. Mr. Whitman has done a startling thing 
in calling in a great decorator, Jac Lessman, of 507 Park 
Avenue, to plan his new shop, which boasts the modest di- 
mensions of ten by seventy feet. Employing sheerest sim- 
plicity, Lessman has succeeded in creating a shop which can 
stand one hundred people without appearing crowded. 
Salubra covers the walls giving the shop breadth and depth. 
Against the walls are placed twenty excellently designed 
modern dressing tables, each with individual mirror and 
lighting fixture. 

Between the tables are little benches upholstered in green 
leather, which Mr. Whitman has termed “Kibitzer Seats.” 
In a shop so limited as to space, the husband, beau, or friend 
accompanying a customer has always been a problem. Mr. 
Lessman has contrived to place the hangers-on in a position 
to ohserve and assist in the transformation of a present-day 
lady into an 1870 belle, yet be no obstruction in the store. 








@ Opportunity Fxchange e 
















TRIM YOUR XMAS 
WINDOWS WITH THESE 


beautiful Santa Claus cutout displays that 
really attract attention. 

Be the first in your locality to sell or use 
these Santa Claus cutouts, which are pro- 
cessed with genuine oil paint in 5 colors, 
stands 29” high with easel attached. Right 
thumb is slotted, which permits inserting 
of price cards. Retails as low as 50 cents 
each in 100 lots. Other quantities in pro- 
portion. $1.00 will bring actual sample 
postpaid. Special offer made to dealers. 


EMELL 


Room 45, Board of Trade Bldg. 
Louisville, Ky. 





FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 














REPRESENTATIVES WANTED 


Displaymean, display services, fixture 

salesmen and jobbers who are interested 

in adding some really fast selling num- 

bers to their lines will find it profitable 

to get in touch with us at once. 

THE GREAT CENTRAL NOVELTY CO., 
236 Main St., Cincinnati, Ohio. 








WANTED 


Salesmen—Dealers 
Cut-out Numerals. The 
new method of price mark- 
ing. Something new. Sell- 
ing fast. Repeat orders. 
Write today. . 


HERALD 


REPRODUCTIONS 
397 Bridge Street 
Brooklyn, N. Y. 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
Bert L. Daily, Inc., 126 E. Third St, Dayton, 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 
cago,“ Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR BRUSHING ON TEXTILES 
National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. roe 
AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co.,~2173 California 
Ave. Chicago, Ill. 2 : 


AIR PAINTING UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 


ARTIFICIAL FLOWERS 
The Adler-Jones Co., 651 S. Wells St., Chicago, 
Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
air Roman, 110 W. Forty-sixth St., New York 
y. 


ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. ” 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. a 


BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 


Cornell Wood Products Co., 307 N. Michi 
Ave., Chicago, Ill. ; vii 


Modern Art Studios, Inc., 4234 D 
orpeangg R » rummond Place, 


BACKGROUND SETTINGS 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 


The Adler-Jones Co., 651 S. Wells St., Chicago, 
Ferryman Art Studios, 17 W. Thirty- 
New York City. ren ae 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 


= gg’ S eeaaeaes Inc., 4234 Drummond Place, 
BOOKS ON DISPLAY 
agg Book Co., 370 Seventh Ave., New 
CARD BOARD 


Chicago Cardboard Co., 666 Washi . 
Chicago, Ill. ates Sis: 


gs tg Daily, Inc., 126 E. Third St., Dayton, 


National Card, Mat and Board Co., 431: rrol 
Ave., Chicago, Ill. cy uieoarend s 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


CARVED GLASS 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
CHRISTMAS DECORATIONS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 
COMPOSITION BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 
COMPOSITION MANNEQUINS 


Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 
CORRUGATED CREPE PAPER 
Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 


cago, Ill 
CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 
International Register Co., 13 S. Throop St., 
Chicago, Ill 
CUTTING MACHINES 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 
CUT-OUTS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 
DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 
DISPLAY CARD MACHINE 

Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 

DISPLAY COUNSEL 

Window Advertising, Inc., 30 Fourth Ave., New 
York City. 

DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 
eg Bros., 205 W. Thirty-sixth St., New York 





H. eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 











Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

= Display Center, 1440 Broadway, New York 
i 


y. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. ; 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
Ci - 


ty. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. ; 

J. J. Wyle & Bros., Inc., 1441 Broadway, New 
York City. : 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
The Display Center, 1440 Broadway, New York 
City. 


DISPLAY FORMS 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. | og 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave. Auburn, 


w.. ¥. 
Standard Fixture Co., 1112.Commerce St., Dallas, 
Texas. 
DISPLAY NOVELTIES 
= Adler-Jones Co., 651 S. Wells St., Chicago, 
Il 


Botanical Decorating Co., 319 W. Van “Buren 
St., Chicago. 


Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. ' 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 113 W. Forty-eighth St. 
New York City. 

J. R. Palmenberg’s Sons, Inc., 89 W. Third 
St., New York City. 


FELT FOR DISPLAY 
Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 
FELT LETTERS 


W. L. Stensgaard & Associates, 981 Merchan- 
dise Mart, Chicago, Ill. ; 
FLOOD LIGHTS 
The Frink Corp., 369 Lexington Ave., New York 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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FORMICA 


The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


GELATINE SHEETS 


Diamond C Quality Brand, 78 Cliff St., New 
York City 
Ree Pees, 367 Hudson Ave., Brooklyn, 


Ender Mfg. Co., 217 Grand St., New York City. 
HOSIERY DISPLAY FORMS 


ae aa Co., Inc., Aurelius Ave., Auburn, 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 

Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LETTERING BRUSHES 
nee Daily, Inc., 126 E. Third St., Dayton, 


0. 
- E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


<=." Sheinkman, 2 Duane St., New York 


_MANNEQUINS 


Nonpareil Co,, 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, I1l. 

= Reinhold Studio, 8 Upham St., Revere, 

ass. 

United Display Service, 440 So. Dearborn St., 

Chicago, Il. 


MILLINERY HEADS 


Ralph A. Freundlich, Inc., 48 E. Twenty-first 
St., New York City. 


MODEL DISPLAYS 


Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 


MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Iil. 


NORTH RIDGE PINES 


North Ridge Brush Co., Inc., Freeport, Ill. 





ORNAMENTS—WOOD 


Klise Mfg. Ca., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 
Lutz & Sheinkman, 2 Duane St., New York 


City. 


PROJECTORS—ENLARGING 
ae Co., 92 E. Lakeview, Columbus, 
0. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 


Schools—Display Merchandising 
MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 
Schools—Window Decorating 
The Koester School, 314 S. Franklin St., Chi- 
cago, Ill 
SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N.. & 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


SHOW CARD COLORS 
= Daily, Inc., 126 E. Third St., Dayton, 
0. 


Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
Bert L. Daily, Inc., 126 E. Third St., Dayton, 


Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 








Show Case and Counter Reflectors 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 


Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 
Geo. E. Watson Co., 164 N. Lake St., Chicago, 


Ill. 
SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 217 W. 
125th St., New York City. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. ‘ 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


VELOURS 
Miracle Fabrics Co., 113 W. Forty-eighth St., 


New York City. 
VELVET-COVERED FIXTURES 
Morel Mfg. Co., 38 W. Thirty-second St., New 

York City. 

VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 
Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 

Mileo, 44 E. Eighth St., New York City. 
Window Display Installations 
Window Advertising, Inc., 300 Fourth Ave., 

New York City. 


WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 
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KLIEGL ISSUES NEW 
CATALOG 

Klieg] Bros., New York, manufacturers of lighting spe- 
cialties, have announced the publication of a completely re- 
vised new catalog, with list prices adjusted to present-day 
levels, and with the very latest improvements and new devices 
for theatrical, decorative, and spectacular lighting included 
in its pages—such as footlights, borderlights, spotlights, flood- 
lights, and numerous other forms of lighting equipment and 
apparatus. The publication is complete in every respect, 
fully illustrated, thoroughly indexed, and conveniently ar- 
ranged for quick reference. This new Kliegl Catalog A is 
available to anyone interested in lighting. Copies may be 
obtained, free of charge, by a request addressed to Kliegl 
Bros., 321 West Fiftieth Street, New York, N. Y. 





LESTER DENEAULT 
RESIGNS 

Lester Deneault, display manager, Cherry & Webb Co., 
Fall River, Mass., has resigned. Mr. Deneault plans a trip 
to California for a period of rest. He came to Cherry & 
Webb Co., from Providence, R. I. 





ANNOUNCES ARRIVAL OF 
NEW MANNEQUINS 

A. J. Robins, of the Star Display Fixture Co., 334 Broome 
Street, New York City, announces the recent arrival of new- 
est style imported children’s and ladies’ mannequins as an 
extension to their complete metal and wood fixture service to 
the display profession in the department and special store and 
chain syndicate fields. 


Detroit’s Windows A 
Shoppers Paradise 


(Continued from page 25) 

felt. on which a clever football scene in pastel pencil line 
effect was noted. To this display was added the necessary 
accessories of scarfs, robes and warm gloves, also a few col- 
lege pennants coyly placed here and there setting off the 
college merchandise. 

Displays in the Woodward front of men’s apparel and 
accessories caught much attention. A black felt background 
was used to tell this message, “The New Broadcloth Shirt Is 
Universally Smart for Early Winter.” This wording was 
made on white felt, while orange felt letters completed the 
message. 





B. Siegel. 

Siegel’s windows, with the popular and progressive Pete 
Bellaire, their window guide, were booming with bright ideas. 
Here, as in many other apparel shops, football held the atten- 
tion for fashion presentations. Wool sport suits were shown 
in four windows with brilliant,. orange felt cut-out letters, 
exploiting “Stadium Fashions.” Many novel hat displays, 
also gloves and hosiery, added variety and interest to the 
large corner window space. Five o’clock frocks were fea- 
tured with black the leading color. The formal fall opening 
of the symphony gave rise to many clever groups of formal 
evening gowns and luxurious fur wraps. 


Crowley-Milner Co. 

After the strenuous, previous month, this mighty store, 
or should I say display department, relaxed its efforts and 
we viewed for the month of October the windows cleared of 
all embeliishments and the beautiful walnut backgrounds used 
to excellent advantage. The windows, although carrying out 
the many high-powered sales promotions, far out-classed the 
advertising layouts, where the order of the month was cheap- 
ness and long store hours. The usual run of department 
store displays were placed here and there with special care 
to number and quality of dress and coat units. The new 
cherry red, with its dashes of purple, made a fashion hit of 
unusual contrast ... even if Paris-sponsored. Much activity 
in the display department foretold an early Christmas show- 
ing for this store. 
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AUTHORITATIVE BOOKS 


Add Greatly to One’s Knowledge and Progress 
ORDER YOUR REQUIREMENTS NOW! 


Enclosed find $5.00, for which send a copy of “SHOW CARD LAY- 
OUTS,” postpaid. 

Enclosed find $7.00, for which send me “SHOW CARD LAYOUTS,” 
postpaid, and entered (or extend) my subschiption to DISPLAY 
WORLD for one year. (Foreign and Canada, $7.50.) 


Enclosed find $3.00, for which send me a copy of “MODERN BRUSH 
LETTERING,” postpaid. 

Enclosed find $5.00, for which send me “MODERN BRUSH LETTER- 
ING,” postpaid, and enter (or extend) my subscription to DISPLAY 
WORLD for one year. (Foreign and Canada, $5.50.) 


Enclosed find $3.50, for which send a copy of “LETTERING FOR COM- 
MERCIAL PURPOSES,” postpaid. 

Enclosed find $5.50, for which send me “LETTERING FOR COMMER- 
CIAL PURPOSES,” postpaid, and enter (or extend) my subscription to 
DISPLAY WORLD for one year. (Foreign and Canada, $6.00.) 


Enclosed find $5.00, for which send a copy of “PRACTICAL ART,” 
postpaid. 

Enclosed fitid $7.00, for which send me “PRACTICAL ART,” postpaid, 
and enter (or extend) my subscription to DISPLAY WORLD for 
one year. (Foreign and Canada, $7.50.) 


Enclosed find $5.00, for which send a copy of “MODERN ORNAMENT 
AND DESIGN.” postpaid. 

Enclosed find $7.00, for which send me “MODERN ORNAMENT AND 
DESIGN,” postpaid. and enter (or extend) my subscription to 
DISPLAY WORLD for one year. (Foreign and Canada, $7.50.) 


Enclosed find $5.00, for which send a copy of “WINDOW DISPLAY 
MANUAL,” postpaid. 

Enclosed find $7:00, for which send me a copy of “WINDOW DISPLAY 
MANUAL,” postpair, and enter (or extend) my subscription to 
DISPLAY WORLD for one year. (Foreign and Canada, $7.50.) 


Enclosed find $15.00, for which send me a copy of “ELECTRICAL AD- 
VERTISING SKETCH PORTFOLIO,” postpaid. 

Enclosed find $17.00, for which send me a copy of-“ELECTRICAL AD- 
VERTISING SKETCH PORTFOLIO,” postpaid, and enter (or extend) 
my subscription to DISPLAY WORLD for one year. Foreign and 
Canada, $17.50.) 


Enclosed find $4.00, for which send me a copy of “ALPHABETS AND 
LAYOUTS.” postpaid. 

Enclosed find $6.00, for which send me a copy of ALPHABETS AND 
LAYOUTS.” postpaid, and enter (or extend) my subscription to 
DISPLAY WORLD for one year. (Foreign and Canada, $6.50.) 


Enclosed find $1.00. for which send a copy of “SIMPLIFIED SHOW 
CARD WRITING FOR BEGINNERS,” by Tom Kelley, postpaid. 


Enclosed find 50 cents, for. which send me a copy of the new pocket-size 
“PRICE LISTS.” 


NAME 





STREET 





CITY STATE 








All Books Are Sent Prepaid 
BOOK DEPARTMENT 


DISPLAY WORLD 


CINCINNATI, OHIO, U. S. A. 
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irroring the passerby and making her 
skin-conscious is the job that the Ambrosia 


Display is doing in the dealers’ windows. 


and incidentally merchandising an excellent 
product in an unusual way. 


This display holds an actual large size mirror. It 
was not a ftash idea but the result of careful an- 
alysis of the product's advertising possibilities. 


Your request will have an Einson-Freeman ex- 
ecutive at your service to help YOU plan your 
next window or counter display campaign. 


1S YOUR SKIN AT THE 


CRITICAL AGE? 





1 CLEANSER 
2 CREAM 
& NGHTENER 


EINSON-FREEMAN CO." 


LITHOGRAPHERS | 


OFFICES AND MANUFACTURING PLANT 


STARR AND BORDEN AVENUES 
LONG ISLAND CITY, NEW YORK 


New England Office - 302 PARK SQ. BLDG., BOSTON, MASS 


Western Office - WRIGLEY BLDG., CHICAGO, 


Inventors and Mfrs. of the Einson-Freeman Patented Double Tier 
Container—Licensee for Canada . . . Somerville Paper Boxes, Ltd., 


London, Ontario, Canada. 








AMBROSIA 


the pore-deep cleanser 
HINZE AMBROSIA, Inc. 
114 Fifth Avenue 
New York, N.Y. 


October 10, 1931. 


Mr. Lawrence J. Engel, 

c/o Einson-Freeman Coe,Ince, 
Starr & Borden Avenues, 
Long Island City, New York. 


Dear Mr. Engel: 


We are indeed happy to start the installation work on the 
display recently purchased from yous The comments from 
those dealers who have used the same up to date have been 
highly complimentary and we feel that this display should 
prove very successful in increasing our business at the 
point of sales 


We appreciate very mich the interest that you took in as- 
sisting us in the building of this display and fee] that 
you should share with us in the compliments we are receiv=- 

on this display, inasmich as so many of the basic ideas 
in its construction were contributed by you. 


Cordially yours, 
HINZE AMBROSIA, INC. 
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